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Writing 
Convention Services 
Conference Plans 


Motion Pictures ~ 
Meetings Packages Mm ee | n S d re if 0 
Television Commercials 


Demonstration Devices 


Screen Advertising ~ 

ss equally effective 
Animated Cartoons 

Training Manuals 
Slidefilms 
Pictorial Booklets ; 
Transparencies professional assistance in preparation. 
Slides , ; , 
Film Distribution Ideas that are clearly expressed . . . dramatized . . . visualized . . . 
Turnover Charts carefully developed in every detail . . . are the makings of the truls 
Meeting Guides 
Tape Recordings 
Disc Recordings 


Promotion Pieces ‘ — -s . a 
Sanne Chania having a staff of specialists in your own organization. You explain 


There are reasons. The meeting that does the most is marked by 


effective meeting. 


And, with Jam Handy One-Stop Service at your disposal, it’s like 


Banners your problem once and then relax while a group of closely integrated 
Training Devices talents follow through to the finished meeting under your command. 
Quiz Materials ; 
Speech Coaching Get the most out of your next presentation, meeting or training 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 


Projection Service 
Film Productions in Color 
Field Surveys M 
One-Stop Service C 7 
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1775 Broadway 1402 Ridgewood Place 2821 E. Grand Bivd. 310 Talbott Bidg. Gateway Center 230 N. Michigan Ave 


program. Call any of the offices listed below for professional help. 


FOR MASS PENETRATION, “ 


IT’S THE NEW YORK JOURNAL-AMERICAN 


THE “NEW” MIDDLE-INCOME MARKET, WHERE “CONSUMERISM” REACHES 
ITS PEAK, HAS ALWAYS BEEN THE JOURNAL-AMERICAN MARKET 


HERE’S @ lot of talk today about the booming 

middle-income ‘‘consumerism”’ now boosting 
our economy. This all-important “‘new’’ mar- 
ket has always been the New York Journal- 
American’s stronghold. 


In ABC circulation, the Journal-American leads 
all other five-cent New York newspapers by an 


overwhelming margin. In multiple family read- 
ership—the extra impact that a favorite home- 
going newspaper provides for advertisers — 
it’s the same story. 


For mass penetration ‘family style’ of today’s 
most responsive market, your best advertis- 
ing buy in New York is the Journal-American. 


MORE THAN 1,600,000 MEN AND WOMEN IN THE NEW YORK METROPOLITAN AREA 
READ THE JOURNAL-AMERICAN DAILY, ACCORDING TO A RECENT INDEPENDENT SUR- 
VEY — NEARLY 500,000 MORE THAN READ NEW YORK’S SECOND EVENING PAPER 


FINE 
FURMITURE 


TS Toate 7 IE 


More than 25% buy electrical kitchen 

appliances, during an average one-year 

period — a multi-million dollar market 
for advertisers in this classification. 


Over a million and a quarter shop in gro- 

an average one-year period—by far the _ cery stores...and spend $734,000,000 

largest furniture-buying audience of any per year on food products. 
five-cent New York newspaper. | ] 


More than 25% buy furniture, during 


YOU CAN’T COVER NEW YORK WITHOUT THE 


Journal x ” American 


FAMILY ENTRANCE TO THE WORLD’S GREATEST MARKET 


NAT NALLY REPRES VNTED BY HEARST ADVERTISING ERY E 


NEW YORK 
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SUBJECTS IN THE MILWAUKEE JOURNAL 1956 CONSUMER ANALYSIS 


FOOD PRODUCTS— 


All-purpose shortening, baby foods, bacon, baking mixes, 
baked beans, bread, butter, candy, catsup, cat food, 
chili con carne, canned chicken, branded Chinese foods, 
coffee, cookies, cooking or salad oil, canned corn, 
cottage cheese, corned beef hash, graham and soda 
crackers, cranberries — fresh and sauce, dessert powders, 
dietetic fruits and vegetables, dog food, flour, 

frozen foods, frozen orange juice, canned fruit and 
vegetable juices, hot and cold . 

breakfast foods, jams, jellies and S 

preserves, ice cream, liver sausage, 

luncheon meats, margarine, macaroni ~ 

and spaghetti, milk, canned peas, Me 

peanut butter, pizza pie mix, 

potato salad, potato chips, rice, 

salmon, salt, tea bags, tea balls, 

dry soup mixes, tuna fish, wieners, 

canned peaches, sardines, sugar, 

meat sauce, refrigerated ready 

to bake biscuits. 


SOAPS, ALLIED PRODUCTS — 
Powdered bleach; bleaching fluid; 

deodorizers; disinfectcnts; laundry starch; 

scouring cleansers; toilet soap; soaps and 

cleaning agents for dishes, fine fabrics, 

hardwood floors, household laundry, linoleum 

or tile floors, painted walls and woodwork, 

rugs and upholstery; toilet bowl cleaners; floor wax; 


scouring pads; household ammonia, furniture polish, shoe polish. 


DRUGS, TOILETRIES— 
Anti-acids, deodorant, facial cream, facial tissues, hair spray, 
hair tonic or dressing, hand cream, hand lotion, 


toilet soap, headache remedies, lipstick, nail polish, 


home permanent waves, safety razor blades, shampoo, electric 
shavers, shaving cream, tooth paste, tooth powder, 
toilet articles purchased in grocery stores. 


BEVERAGES— 


Cordials, gin, grape brandy, scotch, 
vermouth, whiskey, wine, beer, 
soft drinks, prepared cocktails. 


HOMES, APLIANCES— 


Clothes dryers, cooking ranges, home 
food freezers, dishwashers, garbage 
disposers, home heating, home heating, 
home improvements, owners and 
renters of homes, power lawn 
mowers, power tools, planning to 
build or buy, room and outside 
painting, refrigerators, 

ter: television sets, washing machines, 
— carpets and rugs, wallpeper, 
lawns, lawn seeds, lawn fertilizer, 
\ “eg air conditioners, dehumidifiers. 
AUTOMOTIVE— 


Antifreeze, make and model car owned, gasoline, 
motor oil, ‘tires, ownership and make and model 


of second car in family, planning to buy. 


GENERAL— 

Cellulose sponges, cigarettes, cigars, 

composition of families, girdles, brassieres, nylon hosiery, 
pipes and pipe tobacco, paper towels, aluminum foil, 
paper napkins, toilet tissue, wax paper, family income, 
employment, life insurance, outboard motors, 

stocks and bonds, wrist watches. Installment buying, 
recreation, winter and summer, savings, 


fountain pens, movie attendance, vacations. 


Buying habite and brand preference 


” 1956 


Here’s the up-to-date picture of consumer buying in 
a metropolitan market of 304,000 households and a 
million population. It’s the 33rd annual report of 
America’s Consumer Analysis — telling what, when 


and where Milwaukee people buy; their brand prefer- 
ence and product usage; ownership of cars, appli- 
ances, homes and their buying plans. This informa- 


tion, all gathered since January 1, 1956, again shows 
the competitive positions of brands in many lines; 
shifts in preference for brands and types of stores, 
dealer distribution by brands and comparisons with 
past years. Write for a copy and get the close-up 
details on local marketing and buying factors which 
influence your sales in the Milwaukee market. 


THE MILWAUKEE JOURNAL 


National Representatives, O’Mara & Ormsbee, Inc. 


New York Chicago Detroit Los Angeles San Francisco 
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Buyership 
in Action! 


The 11,648 Advertisers in the 
1956 Annual Edition of T.R., 326 
more than the previous edition, 
stand as graphic proof that the ex- 
clusive T.R. “buyership” clientele 
can be reached only thru T.R. 


11,648 


Advertisers, placed 


43,435 


Advertisements in 
1956 Annual Edition 


Your advertising representation 
in T.R. assures you of coverage of 
better than 60% of the total Indus- 
trial Purchasing Power of the U.S. 
T.R. clientele insist on T.R. ha- 
bitually for Purchasing Decision. 
The record speaks for itself... 


READERSHIP-Z ERO 
shades ath 


THOMAS 
REGISTER 


Thomas Publishing Company 


461 Eighth Avenue, New York 1 


new display caimensions 
Ger seljing action... 


at coynter-card cost! 


. . bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 

—sets up in seconds anywhere! 

Display specialists at Chicago Show 

are ready now, to create a 
sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


CHI 
CAGO e NEW YORK « DETRO; 
KA 
NSAS CiTy e PHit ADELPHIA 


and oth 


CHICAGO SHOW PRINTING COMPANY + 2660 N. Kildare Ave. «+ Chicage 39 
U. 8. Patent Nos. 2555986 and 2654970, other patents granted and pending. Trademark Squee-sel Registered 
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stacks 


up 
editorially 


Editorial Pages in 1955 


PAGES ON HEATING PAGES ON PIPING PAGES ON AIR CONDITIONING 


Heating, Piping & Air Conditioning is edi- 
torially concerned with but ONE objective: 
To place in print what the engineers and 
contractors in the industrial-large building 
field require most to handle their work more 
satisfactorily, more efficiently, more profitably. 

The better we serve our readers, the better 
we serve our advertisers. At HP&AC this 


truism receives more than just lip service. In 


Keeney Publishing Co. 


AIR CONDITIONING HEADQUARTERS 


@ @ 
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terms of quantity, the above chart tells the 
story. And as for editorial quality, the fact 
that EVERY copy of HP&AC is paid for 
gives proof it is wanted, respected, and used! 

If you're after heating, piping and/or air 
conditioning business, your main advertising 
effort belongs in HP&AC, Rated first by the 
men who subscribe to it, and who comprise 


practically all the men you need to reach, 


6 N. Michigan, Chicago 


NEW YORK: 1734 Grand Central Terminal 
CLEVELAND: 737 National City Bank Bldg. 
LOS ANGELES: 672 S. Lafayette Park Place 
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they Buy More because they Have More! 


@ With the first breath of spring, you can expect an “all 
out” response in Indianapolis. Whatever the season, In- 
dianapolis people can afford to go “‘all out” to keep pace 
..and do! That’s why, for example, General Merchandise 
Sales, including such items as bicycles, golf clubs, sports- 
wear, garden tools, are 66.9% above the national average. * 
Yes, you'll sell more in Indianapolis, because the aver- 
age annual income per family is far ahead of the national 
average. In addition, just look at these other important 
advantages that make Indianapolis a “must” on any list: 


> It’s Bic . . . over 600,000 population. 


> It’s Sreapy . . . unsurpassed for diversification and 
balance of industry and agriculture. 


> It’s Eastty REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*consumer | upplement, 1954, Standard Rate & Data Service 


THE INDIANAPOLIS STAR 


FOR SALES IN 


YOUR FIRST TEAM 


THE INDIANAPOLIS NEWS —_ 
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EDITORIALS 


Teamsters on Distribution 


No one in selling would seriously question this statement: 


“There is no union that is of greater importance in distribution 
than the International Brotherhood of Teamsters. The policies which 
guide this organization with respect to increasing efficiency of dis- 
tribution will have great influence on the future of the distribution 
services in which its membership is employed.” 


This statement is made in the union house publication The Inter- 
national Teamster. 


The teamsters have the reputation for being rough and tough 
and there is no doubt that they are shrewd. Surely it is this shrewd- 
ness, rather than roughness, which has led the teamsters into participa- 
tion in The Economics of Distribution Foundation, Inc., which 
brings the union and various industries served by the union together 
to discuss ways to make distribution more efficient. The teamsters 
admit quite frankly that “faced with the dilemma that progress 
brings, workingmen’s organizations have, at times in.the past, pursued 
suicidal policies of blindness, evasion, opposition and restriction in 
the misguided belief that such policies were essential to their survival 
and to the preservation of the jobs of their members.” 


It is the teamsters’ announced intention now to welcome rather 
than to discourage introduction of more efficient methods. In fact, 
the teamsters claim “indeed nothing has spurred and even forced the 
introduction of more efficient methods more than labor’s own high 
wage and shorter hour programs.” 


No one in selling would disagree with this statement by the team- 
sters: “ The only way to advance living standards of union 
members is to increase the productivity of the industries which em- 
ploy them.” 


Sales Training via TV 


Now, if English can be taught through an extension course broad- 
cast over TV, why can’t salesmanship be taught, too? 


Fresno State College officials are surprised, but pleased, at the 
public reaction to their experimental extension course, English 189, 
which is the college’s first attempt at offering college work for credit 
—broadcast over TV. 


The course is broadcast on Saturdays from 9:45 to 10:30 a.m. on 
McClatchy Broadcasting’s KMJ-TV. Current enrollment: 202 


students. 


No doubt the largest audience which would be interested in sales- 
manship material broadcast on TV is people in retail selling. Quite 
a few of these people have been exposed to salesmanship courses, 
taught conventionally in schoolrooms, under the distributive educa- 
tion program. 


We could anticipate a great deal of good for the sales profession 
as a result of TV broadcasts on salesmanship. First cf all. such broad- 
casts would help people to learn more about salesmanship which 
they can apply to their own jobs. But perhaps the most important 
benefit would be the opportunity of the general public to tune in 
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Stickin’ 
Aroun 


LEEN-STIK 


Big ... Bigger... BIGGEST! 


Big ideas go over even bigger with 
the help of KLEEN-STIK—the 
“big gun” of P.O.P. display. This 
moistureless, self-sticking adhesive 
makes big things happen at the 
point-of-purchase—like these big 
examples of merchandising inge- 
nuity, for example: 


World's 
BIGGEST 
Kleen- 
Stik 
Display! 


This giant outdoor | piece, measuring 
a huge 27” by 44”, does a giant 

romotion job for ATLANTIC 
REFINING CO. Printed on all- 
over gummed FLEX-STIK “B”, 
its weatherproof qualities make it 
ideal for use at Atlantic stations, 
with the same easy peel-and-press 

plication as smaller KLEEN- 
Stik pieces. Atlantic’s big-think- 
ing sales Promotion trio of JIM 
YEAGER, FRANK NATALE and 
ED WHITE fostered this jumbo 
idea, with HARRY MAZUR and 
BOB KRAIN of DISPLAY CoO. 
OF AMERICA doing the big print- 
ing job. 


World’s Biggest DIXIE Cone! 


Everything’s big in Texas—even a 
15-inch ice cream cup! This king- 
size SLIDE-STIK display creates 
super boozy appeal for DIXIE 


CONE MFG. CO., of Houston. In- 
genious die-cut construction “‘pops”’ 
out in lifelike 3-D, with husky strips 
of KLEEN-STIK “D” Transfer 
Tape to hold it firmly on any smooth 
surface in dealer outlets. ADIE 
MARKS of GULF STATE ADV. 
AGENCY “‘scooped”’ up the idea, 
silk-screened with mouth-watering 
realism by the MURRAY CoO., 
Houston. 
What’s your big KLEEN-STIK 
idea? It doesn’t have to be as big 
as these, of course—KLEEN-STIK 
gets big results in any size! Ask 
your regular printer or lithographer 
to show you his big bag of KLEEN- 
STIK tricks . . . or write for your 
free ‘“*Idea-of-the-Month’’—a_ big 
help. 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue « Chicago 31, Ill 
Pioneers in pressure sensitives for Advertising and Labeling 


The Poltk Market 
delivers people 


Buyers are people, and people are predictable. What a person 


does today — what he buys today — is rooted deeply in what he did — 


and bought — in all his yesterdays. 


The advertiser and his agency can visualize their typical potential 
buyer, in terms of income ievel, where he lives, what kind of work he 


does, what he owns 


It's not hard to define the typical potential buyer for any product. 


Up till now, however, there hasn’t been any way for the advertiser 
to identify his typical individual buyers by mame, because there hasn't 


been any source of deep social and economic information about vast 


numbers of American buyers. 


All the advertiser and his agency could do, up till now, was to 
choose among and within the mass media, in the hope of reaching a 


majority of their potential buyers. 


but... 


reaching most potential buyers won't do 
in today’s highly competitive markets. 
The well-being of the national economy 
requires that businessmen shift their 
emphasis from production to distribu- 
tion. Merchandise must be moved, in 
ever-increasing quantities. And to move 
more merchandise, the advertiser must 
identify practically all of his potential 
buyers, and cultivate these prime pros- 
pects intensively. 


The Polk Market 
makes this possible 
THE POLK MARKET is the first and 


only national advertising medium which 
consists of sufficient social and economic 
information about vast numbers of 
buyers to enable advertisers to identify 
practically all of their potential buyers 

. practically all of the people who 
want to buy and can afford to buy a 
given product soon. 

Here is what THE POLK MARKET 
knows about each of some 50 million 
Americans: 


Name 
Wife’s name 


Home address 


Place of employment 


Job title 


Whether home owner or 
renter 


Size of house 

Age and valuation of house 

Its exterior construction— 
roofing, siding, etc. 

Size of lot 


Quality of neighborhood— 
in 9 classifications 


Make and age of car 
Telephone 


These socio-economic characteristics 
. . . which are exclusive to The Polk 
Market . . . are obtained from the mil- 
lions of separate bits of information Polk 
collects yearly —and interprets daily to 
keep The Polk Market an accurate 
mirror of the current marketing picture. 


After the potential buyer for a prod- 
uct has been defined, individuals who 
fit that definition can be picked out of 
The Polk Market's buying population. 
Every individual so picked is known to 
be interested in the product advertised, 
by definition, and can be reached via 
Polk Market Direct Mail Advertising. 

For this reason Polk Market mail ad- 
vertising’s cost - per - reader - prospect - 
reached is remarkably low in comparison 
with other media. When every mail ad- 
vertisement reaches a known prospect, it 
naturally follows that the mail advertis- 


ing campaign achieves the high score in 
readership which quickly translates into 
low cost-per-reader-prospect-reached. 


Readership and Impact 


The amazingly high readership of Direct 
Mail Advertising through The Polk 
Market has its roots in the fact that, as 
we just mentioned, this advertising is 
received by persons known to b 
ested in the product advertised. 


inter- 


Again and again, this readership has 
been proven. Research conducted by 
advertisers, their agencies, independent 
research organizations, and Polk’s own 
Research Department reveals that: 


Families in the  free-spending 

upper-third income bracket re- 

ceive about 3.2 pieces of mail per 
day. And this includes everything in the 
mailbox—letters, postcards, bills, adver- 
tising, magazines, and newspapers. Fur- 
thermore, the average American family 
receives not more than one piece of mail 
per day. Thus, contrary to popular 
impression, consumer Direct Mail Ad- 
vertising is not buried in a large volume 
of mail. Frequently it arrives alone 


An unusually high 40 to 65 
a per cent of receivers remem- 

ber getting mail advertising 
pieces. This “recognition” of individual 
pieces builds up as mailings are re- 
peated. In some instances recognition 
has climbed well over 80 per cent. 

cent of those who recognize 


3 a mailing piece can correctly 


identify the advertiser or local dealer 
who sent it. After five mailings, 77 per 
cent of those who recognize a mailing 
piece can correctly identify the adver- 
tiser or dealer who sent it. The Polk 
Market reaches the ultimate in point- 
of-sale identification via individual im- 
prints for each local retail outlet in any 
neighborhood or trading area. 


The amount of “multiple 
fm. readership” of mailing pieces 
within an entire family is 
significant. From 1.5 to 3 persons in a 


After one mailing, 60 per 
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who will buy 


household will see a specific mailed ad- 
vertisement. This “multiple readership” 
obviously increases the buying influence 
of each Polk Market advertisement. 


Seventy-five per cent of those 

who recognize a mailed adver- 

tisement will read the offer on 
the inside of the mailing piece. 


About 50 per cent of those 

who recognize a multi-page 

mailed advertisement remem- 
ber reading the back page of the adver- 
tisement after one mailing. After five 
mailings, 90 per cent of those who recog- 
nize the advertisement remember reading 
the back page. 


In unaided recall studies, 
mail advertising invariably 

receives very high mention 
This simply confirms the obvious fact 
that someone has to see and identify 


} 
ery piece of mail received. 


Economic demand 


Today, advertisers and their agencies 
recognize that it is not enough for their 
advertising to talk to everybody. Few 
products can be sold to everybody. But 
there is a pool of prime prospects for 
every product—and a peripheral influ- 
ence group to be cultivated. 


For example, not everyone can per- 
sonally afford to buy—or influence the 
buying of—a_ refrigerator. Thus the 
market for refrigerators is a selective 
market. Mass media create a receptive 
climate for refrigerators ... but the com- 
plete advertising program must finally 
arouse a desire to buy among the in- 


dividuals who CAN buy. 


This is true for every advertiser, 
whether he sells accordions or zithers, 
or any item in between in the product 
dictionary. His marketing program can- 
not be completed until he locates and 

8 


; 
motivates Dis potenttal uyers. 


Advertising through The Polk Market 
does locate and motivate the particular 
individuals who can buy a particular 
product. Advertisers and their agencie* 
who have employed The Polk Marke 
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have been impressed by its ability to: 
1. Move people into action. 


Pa Identify dealerships or retail out- 
lets. 

me 

J. Buttress an entire advertising pro- 
gram. 

4 

4. Provide certain types of effective- 
ness at the level of the ultimate 
consumer...unique to this medium. 

The J. Walter Thompson Company, a 


principal agency user of The Polk Market 
the past five years, says: 


ory 


. .. All available research indicates a 
remarkably impressive degree of atten- 
tion and impact from this medium . 


“After five years of testing-in-use, in 
no case has this medium failed to reach 
—or exceed—expectations.” 


Once the advertiser, his agency and 
Polk have defined the potential buyer, 
he can be picked out of The Polk 
Market. Then the advertiser and his 
agency can complete their marketing 
program with personal, forceful mail ad- 
vertising to each known potential buyer, 
using The Polk Market exactly as they 
use other printed media. 


R. L. Polk & Co. functions in mail advertising exactly 


as the publisher functions in other printed media. Standard 


gross rates 


and specifications 


have been established by 


R. L. Polk & Co. when acting as the complete publisher for 


specific types of mail advertising campaigns. These rates 


apply equally to advertisers and agencies and are fully 


commissionable to the agency. 


We will be happy to show you how The Polk Market can be adapted 
to help you make all your advertising dollars work more effectively 
Please address your inquiry to The Polk Market, R. L. Polk & Co., 
131 Howard Street, Detroit 31, Michigan, or 244 Madison Avenue, 


New York 16, New York. 


R. L. POLK & CO. 


431 Howard Street 
Detroit 31, Mich. 


244 Madison Ave. 
New York 16, N. Y. 


ONE 
CENT 


will go a 
long way these 
days on WHO Radio! 


Take 6:00 to 10:00 at night as an example... 


"There's a lot of talk around these days 
about “dead” periods in radio — nighttime, 
mid-morning, etc.— and some of this yak is 
preventing some advertisers from grabbing a 
lot of amazing opportunities. 


LET’S LOOK AT THE RECORD... 


On WHO Radio, a 1-minute spot between 
6 and 10 p.m. will deliver 54,934 actual 
listening lowa homes. 

That's 8.9 homes for a penny, or 1,000 
homes for $1.12—ALL LISTENING TO WHO! 


That’s the minimum. In addition, WHO's 
50,000-watt, Clear-Channel voice gets thousands 
of unmeasured listeners both in and outside 
Iowa! There are half a million extra home sets 
and half a million automobile radios in lowa 
alone—and countless bonus sets in “Iowa Plus”’! 


Let Peters, Griffin, Woodward, Inc. set the 
WHO Radio picture straight for you. It’s a 
tremendous story! 


(Computations based on projecting Nielsen 
figures and 1955 lowa Radio Audience Survey 
ratings against our 26-time rate.) 


WH 


for lowa PLUS! 


Des Moines .. . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Peters, Griffin, Woodward, Inc., 
Exclusive National Representatives 
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and see what responsible people in selling now consider helpful sales- 
manship. Through such a sales training program, people could see 
what is actually being done to teach salespeople to be more helpful. 


s quota had 


Is this the kind of program activity which would appeal to sales 
executives’ clubs wherever there are TV stations? Perhaps this is an 
activity which could be taken up by President Robert A. Whitney 
of National Sales Executives, Inc. 


the entire year 


Hedonistic Foods 


If you buy and eat Quaker Oats you are responding emotionally to 
your training or instinct for sacrifice, virtue and idealism. At least 
that’s the intriguing conclusion of the people who work for Dr. 
Ernest Dichter at the Institute for Motivational Research. 


To break down laundry resistance to the use 


: 


Founded 1906 + 205 East 42nd St., New York 17, N. Y. 


better businesspaper advertising 
THe AsSOciATED BuSINESS PUBLICATIONS 


building better businesspapers 


“So rock-ribbed is this virtue,” the Dichter people point out, “that 
even the promises of outer space muscles, cellophane popularity and 
jet nightmares have not displaced it.” 


attract customers. To gain recognition of a new name and 


increase Velva-Soft sales. 
been filled and we sold 3,000 of the 9,000 new accounts we 


SCHEDULE: B & W spreads in four business publications. 
were looking for. 


of a fabric softener and show how it can save money and 


AGENCY: Foote, Cone & Belding. 


RESULTS: ‘“‘Within 16 weeks, 


OBJECTIVES 


So Quaker Oats is a moral food. But the Dichter people point 
out that-as a nation we are fast breaking away from the puritanical 
path to the dinner table. But there still are masculine and feminine 
foods, light and serious foods, intellectual and sensuous foods, and 
there are progressive and old-fashioned foods. In the later case, pie 
is considered an old-fashioned food, in the sense that it takes the 
appeal to the old-fashioned instinct to sell it. 


Is your food suitable for today’s hedonistic climate? Are you 
building into your food “moral permission” for the user to use it— 
and enjoy it? 


They Simply Didn't Believe It 


When an editor wants to damn a piece of writing about a factual 
subject he is likely to say calmly, ““That reads like a public relations 
man wrote it.” The editor knows that piece might be read—but it 
won't be believed. And the editor knows that he must print only 
that material which will be believed by readers, if he wants readers 
to trust and respect his publication. 


you add new Velva-Soft 
to your final rinse! 


The problem for the advertiser is comparable. Now let’s listen in 
on M. Belmont Ver Standig, president of the advertising agency which 
introduced a regional brand, Wilkins Instant coffee. 


“We asked women what they thought of the claims the other brands 
were making. The main claim they were all making was “Tastes 
like regular coffee.’ But consumers told us they simply didn’t believe 

They didn’t believe any instant coffee could taste like regular 
coffee. 


“We announced Wilkins Instant coffee,” says Ver Standig, “but we 
simply said that although Wilkins Instant was the finest on the 
market, it did not taste quite as good as Wilkins regular coffee. We 
said no instant coffee, even Wilkins could be that good. This claim 
was believable. . . . Result? Wilkins Instant has a eet: share of the 
instant coffee mz arket than any other regional brand. 


Paid for in 26 Weeks 


uses businesspapers 
to gain acceptance 
for a new product 


How Armour & Co. 


_ The 1956 Ford bought by the average wage earner can now be paid 
for with only 26 weeks of his pay. In both 1941 and 1949 it took 
the same average worker 31 weeks of his pay to buy a Ford. 
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Whats in it for everybody 


117,000,000 Americans watch television. And everybody, even members of 


the same family, is different. 


Television has grown, just becatise it has offered so much to so many different 
people. Television will continue to grow only by providing more and more 


programs that excite, inform and entertain more and more people. 


An extraordinary variety of regularly scheduled programs satisfies an enor- 
mous variety of audience tastes. But beyond that, the Color Spectaculars, 
the great 90-minute dramas, Wide Wide World, big special programs like 
The Twisted Cross, Mary Martin’s Peter Pan and Richard HI — the most 
talked-about events in show business — have added new scope, brought huge 
new audiences, to television. 

The result has been more homes with television sets, more people using them, 
more time spent watching them. The true measure of a network’s performance 
over a period of days, or weeks, or months, is the extent to which it gives more 


people more reasons for watching. 


rere we ee 


exciting things are happening on 


Television 
a service of (5) 


a: & 


than any other newspaper 


Reader interest opens the door to consumer sales, especially 
in thriving Philadelphia’s favorite newspaper—The Evening* 
and Sunday Bulletin. 

Right now, many readers are taking an unusual interest in The 
Sunday Bulletin and its sparkling all-new dress. Published in 
the world’s most modern newspaper plant, The Sunday Bulletin 
now features 10 separate sections with R.O.P. editorial and 
advertising color. 


Because there is so much more of interest to Philadelphians in 
The Bulletin, Philadelphians get more out of it. And that means 
advertisers do, too. 

Philadelphians like The Bulletin. They buy it, read it, trust it 
and respond to the advertising in it. 

The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


14 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 342 Madison Ave. © Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta © Los Angeles * San Francisco 
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LE T TERS TO THE EDITORS 


Will Cadillacs, Mink Coats Replace Love? 
Benton, Rosenberg Defend Democratic Economy 


What About It, Wives? 


Eprror, SALES MANAGEMENT: 

For the first time in my life I have 
been sufficiently incensed to write to 
a magazine. It’s that Earle M. Rich- 
ardson and his ‘Learn How to Man- 
age Your Time” in the February 15 
issue (p. 42) that did it! 

Mr. Richardson will have no part 
in “taking the kids to school, meeting 
his wife for lunch,” etc. This should 
be “avoided like the plague.’’ He says 
“it has been many a year since I have 
done much around the house except 
eat, sleep and plan for the next day.” 

I would be fascinated to know what 
Mrs. Richardson thinks of all this, 
although I rather suspect she hasn’t 
had an opportunity to fe// him in 
“many a year.” 

“After members of the family see 
monetary returns which enable them 
to have the things they want. .. .” 
What does Mr. Richardson think 
they want? It takes a great many 
Cadillacs and mink coats (if that’s 
it) to replace a companionable hus- 
band and father. 

How many of you male readers 
showed this article to your wives. Go 
ahead! I dare you! 


(Miss) G. M. McCarthy 


Advertising Department 
Insulation Industries (Canada) Ltd. 
Vancouver, Can. 


P.S. Since writing this I’ve had a 
horrible thought: I don’t know a 
thing about Mr. Richardson (had 
never even heard of him, to tell the 
truth) and if by any chance anything 
I said should happen actually to ap- 
ply to his personal life, it would be 
very unkind of me. I still think his 
advice is absurd, of course, but that 
does not give me the right to be un- 
kind or to hurt him, however unin- 
tentionally. 


Time-Saver Tips 


Listed below are some very 
important things which individuals 
such as Mr. Richardson should also 
do to further their “time” manage- 
ment: 


1. Many minutes a day are spent 
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in both office and home toilets—work 
even then! 


2. Move your family into your office 
or office building—this eliminates both 
social and traveling time. Better yet 
—don’t get married and don’t have 
children. If this is unavoidable, don’t 
worry! They'll all leave you event- 
ually. Fold-away cots over the desk 
will help. 

3. Grow a beard—we waste ap- 
proximately 27,000 minutes shaving 
in those years between 35 and 50. 


4. No baths or cleaning up—you’ll 
save money, and you'll be able to keep 
people away from you. This is a defi- 
nite time consumer. It helps to pre- 
vent fraternization, too. 


5. Discard all your regular clothing. 
Get a one-piece, black, front-zippered, 
dacron coverall with feet. It’s easy to 
get in and out of, and you can stop 
worrying about cleaning and pressing 
the article. 


6. Have all meals sent into your 
ofice—eat at the desk. Don’t talk 
with a mouthful—it’s not polite. 


7. No smoking or drinking. Smoke 
gets in your eyes, and raising a glass 
is energy-consuming. 


8. Only get four hours sleep a night 
—taper off! 

9. Get a full-time secretary to carry 
your portable typewriter, dictaphone, 
and extra ball point pens. Also, she 
has to be capable of going without 
sleep. After all, you may dictate in 
your sleep! 


10. Don’t walk—it’s tiring! Get a 
wheel chair, and let your full-time sec- 
retary pull it. She’ll have her hands 
full anyhow! Harnesses and reins are 
cheap! 


11. Have your head shaved twice a 
year. Haircuts every so often not only 
waste money but are time-consuming. 

12. Last but not least, stop writing 
magazine articles! 


Donald L. Fink 
Philadelphia, Pa. 
P.S. I had doubts about mailing this 


until I remembered that, after all, I 
spent time writing it—so—why waste 
time! 


‘Magnetic Tape 


in Business 


BY 
PAUL JANSEN, Sales Manager 


Temporary Records, such as inventories, 
shipment lists, voucher numbers, etc., can 
be made easily and quickly by recording 
them verbally on magnetic tape. Of course, 
this means tedious paper work is sharply 
reduced, freeing secretarial help for other, 
more important jobs. After the information 
has outlived its usefulness, you can record 
new information on the same tape. 


Example: An easlern 
bank has several 
branches which send 
bundles of checks to 
the main office by mes- 
senger several times 
daily. As a precaution 
against holdup or ac- 
cident, the ilems in 
each shipment are read off into a tape recorder 
(they're as simple to operate as radios). Thus, 
at a very small cost, an otherwise vulnerable 
point in the bank’s centralized bookkeeping 
system ts protected. Also, the recordings are 
useful in tracing lost checks and vouchers. 


HAVE YOU TRIED the most interest- 
ing magnetic tape on the market? It’s 
“SCOTCH”’ Extra Play Magnetic Tape 
No. 190, the amazing recording tape that 
offers you 50% more tape on a standard- 
size reel. Every reel of new Extra Play 
Tape actually gives you as much re- 
cording time as 1}4 reels of conven- 
tional tape. This means you can now 
record longer radio concerts, home 
events, new broadcasts with a mini- 
mum number of interruptions for reel 
change. Remember the name 
*““SCOTCH” Brand Extra Play Magnetic 
Tape No. 190! . 


A Library of Suc- 
cessful Sales Talks 
is a valuable asset in 
dealing with hard-to- 
please customers. 
Salesmen can listen 
to approaches that 
have paid off in simi- 
lar situations in the 
past, apply this infor- 
mation to the present problem. Tape repro- 
duces the entire sales talk, including the ex- 
act voice, words and emphasis that made the 
original sale. Trainees can also listen to these 
recordings, get useful tips without taking the 
time of highly paid supervisory personnel. 


FREE BOOKLET TELLS ALL! You'll 
find the answers to many questions in 
the fascinating new 20-page booklet, 
“You Don’t Have to be a Recording 
Expert .. .’’. It tells you how to splice 
tape, how to edit and time tape reels, 
even how to make higher fidelity record- 
ings. For your free copy just 
dropacard to: Business Divi- 
sion, Dept. FV-46, Minne- 
sota Mining and Manufac- 
turing Co., 900 Fauquier 


| Ave., St. Paul 6, Minn. 


The term ““SCOTCH” and the plaid design are 
registered trademarks for Magnetic Tape made 
in U.S.A. by MINNESOTA MINING 
AND MFG. CO., St. Paul 6, Minn. Export 
Sales Office: 99 Park Ave., New York 16, N.Y. 
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HOW LIFE-FITS YOUR MARKET 


There are more than 


20,000,000° women 
working in the U.S.... 


Sc} 


and 23.3%/' of all working women 
are reached by 
an average issue of LIFE 


In no other medium can an advertiser start with so 
large a share of the market and be sure he’s getting it. 
This is one of the good reasons why advertisers of wom- 
en’s apparel and accessories spend more of their dol- 
lars in LIFE than in any other magazine. LIFE’s total 
audience of 26,450,000} weekly is larger than that 
of any other magazine. 

*Joint report by Depts. of Labor & Commerce, August 1955. 
+Based on: A Study of Four Media, by Alfred Politz Research, Inc. 
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LETTERS 


“The Trouble with Harry” 


Eprror, SALES MANAGEMENT: 

Will someone please tell me how 
Harry Thompson collects or concocts 
so many “Scratch Pad” gems? 

I guess it comes easy after you’ve 
been at it long enough but I’d take 
a week perhaps to cook up enough for 
one column doing nothing else. 

Trouble with HT is—that busy as 
I may be, if I start reading one item 
in his page I have to continue to the 
end for fear I may miss something. 
All of which may be summed up by 
saying, HT is always a good dessert 
to a satisfying meal. 


Irving Pierce 


Executive Vice-President 
Samuels & Co., Inc. 
Dallas, Tex. 


"Two Little Lines” 


Epiror, SALES MANAGEMENT: 

It’s sometimes amazing what two 
little lines out of a full page of print 
can stir up. Several of my associates 
have pointed out to me the item in 
your February 15 issue regarding the 
squib in T. Harry Thompson’s “The 
Scratch Pad” (p. 128): “A slogan 
I’ll probably never see: ‘G-E put 
the skill in skillet.’ ” 

Somebody must have had an un- 
pleasant experience with a General 
Electric skillet. I certainly would ap- 
preciate an opportunity to either make 
it right or at least know what 
prompted this remark. 


J. F. Stark 


Manager, Marketing 

Portable Appliance Department 
General Electric Co. 
Bridgeport, Conn. 


> Answer from T. Harry Thomp- 
son: What I meant to imply was that 
nobody would likely think of such a 
slogan or, having thought of it, would 
dismiss it as too obvious or too old- 
fashioned. Be assured that, as a G-E 
stockholder, I would never cast as- 
persions on a G-E product, least of 
all in print. Mrs. Thompson and I 
have owned two G-E refriGErators, 
have a 21-inch G-E television besides 
a 16-inch combination TV-radio-rec- 
ord player, bought our second G-E 
alarm clock the other day, have a 
G-E toaster and are just waiting to 
get a house or apartment with com- 
plete G-E air conditioning, and will 
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Rhode Island's” 


Busiest, Best Salesman 


covers all the families 
in ABC Providence and 
more than 80% in the 
city-state area. 


New England’s second largest 
market is one of America’s best 
test markets . . . a nationally-ac- 
cepted proving ground where 
scores of well-known products 
made their marketing debut... 
and it’s dominated by The Provi- 
dence Journal-Bulletin. 

Whether for a test campaign or 
as part of your national effort, get 
your share of the $1,301,625,000 
effective buying income of the 
824,500 people in the Providence- 
Rhode Island area, with consist- 
ent and insistent sales messages 
in The Providence Journal-Bulle- 
tin. It’s more than 200,000 daily 
circulation provides better than 
100% coverage of ABC Provi- 
dence, and more than 80% in the 
city-state region. Providence Sun- 
day Journal circulation, more 
than 180,000. 


PROVIDENCE 


Journal-Bulletin 


Represented Nationally by Ward-Griffith Co., Inc, 
NEW YORK—BOSTON—CHICAGO—DETROIT—SAN FRANCISCO 
PHILADELPHIA—ATLANTA—CHARLOTTE, N. C.—PORTLAND, ORE. 


How to = WHER in advertising 


The reduction of guesswork starts with a painstaking analysis 
of the advertiser’s sales experience. But there are definite 
limits here. Call reports, or the salesmen’s theories as to why 
some people buy and others don’t, can be misleading. 


Confusing, anyway. Surely you've sat in sales meetings 
where each man expressed a different, but equally positive 
idea of the one best sales approach! 


Today there is a new and inexpensive way to sharpen the 
common denominators of your best sales approaches as they 
apply to each of the different fields you sell. It is a highly 
specialized type of personal sales investigation which we 
have developed over a period of many years. 


We call it “Ditch-Digging” research. It digs underneath 
the reasons your prospects give for not buying. Its approach 
is unbiased; we get a client’s potential customers to talk about 
things they normally wouldn’t tell his salesmen. It goes 
beyond the scope of most “depth interviewing” in that every 
one of our investigators has had considerable sales experi- 
ence. Thus you are well assured that the work we do for you 
will be handled tactfully and with genuine “sales sense.” 


And the chances are very good that their experienced 
sales perception will help you crystallize the conditions to 
be met in each field; will materially reduce the guesswork 
that hampers advertising effectiveness. 


Sometimes, naturally, this work is of a highly confidential 
nature. But there are many cases we can tell you about, if 
you'd like to hear how other companies have used Hopper 
Company Sales Investigations to get “Ditch-Digging Adver- 
tising That Sells by Helping People Buy.” 

The Schuyler Hopper Co., Market Research, Sales Pro- 
motion, Advertising, Twelve East Forty-first Street, New 
York 17, N. Y., LE 2-3135 
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then buy a G-E color television if it 
means breaking the piggie-bank. So, 
put me down as a G-E fan, and I 
don’t mean the forerunner of air con- 
ditioning. 


With the Democrats, 
Better Business 


Epitor, SALES MANAGEMENT: 

I agree with Mr. Curtice (“No 
Tycoon Thinking,” Editorials, March 
1, p. 11) that business will be good 
regardless of who wins the election 
this year. However, if the Democrats 
win, business will be better than it 
would be if the Republicans win be- 
cause the Democrats believe in giving 
more help to the consumer group, 
whereas the Republicans still adhere 
to the trickle down theory of eco- 
nomics. 

I think that it is nonsense to say 
that confidence in the Administration 
represented the difference between 
1955 and 1954; we have an ever in- 
creasing population and an ever in- 
creasing technology and the chances 
are that each succeeding year will be 
better than the year before. 


Marvin Rosenberg 
President 
Cameo Curtains, Inc. 


New York, N.Y. 
New Deal-Fair Deal Legacy 


He’s [Curtice] right in inti- 
mating that the election won’t deter- 
mine whether business will be good! 

I suggest to Mr. Curtice that he 
read the 1955 Report of the Presi- 
dent’s Council of Economic Advisers, 
issued from the White House under 
President Eisenhower’s name in Jan- 
uary of 1955... . In this document 
the Administration sets forth the 
measures it employed to stem the de- 
velopment of the recession that was 
developing in 1953 and 1954. Every 
one of these measures was based on 
major economic legislation developed 
under the New Deal and the Fair 
Deal. And, I may add, nearly every 
one of the great acts of economic leg- 
islation which have given stability to 
our economy was opposed by most of 
the spokesmen for business when it 
was introduced. 

Mr. Curtice tacitly confirms that 
our new-found “confidence” rests on 
factors more durable than a single 
personality. I believe President Ejisen- 
hower would be the first to agree on 
this. 


William Benton 


Publisher and Chairman 
Encyclopaedia Britannica 


New York, N.Y. 
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NEW FURNISHINGS 
\ \eh| Lele 


a 


get same coddling as 
NORTH AMERICAN 
“WIFE-APPROVED” MOVES! 


Easy does it—when you ship new furniture, appliances, 

office equipment, and fixtures without crating from factory to 
destination via North American-Creston Padded Van. 

For years Creston Transfer has been America’s leading hauler 
of new uncrated furnishings. Now being operated by North 
American Van Lines, it gives even finer service. NAVL-Creston 
unites this renowned know-how with the vast resources of 

the nation’s safest* long-distance moving organization. 


NAVL “FOLLOW-THRU” SERVICE 

North American has agents in more cities than any other 
van line—hence can “follow-thru’’ on shipments anywhere. 
NAVL-Creston rates are competitive. Ask your local NAVL 
agent for details or send for name of nearest agent. 


Specialized NAVL Services: 


@ Exhibit Displays—door-to-door in padded 
vans, minimum crating. 

@ High-value Products—require no crating, 
no reassembly problem. 

@ New Furniture, Appliances, Fixtures— 
via NAVL-Creston Division, factory to 
dealer or user, uncrated. 

@ Transferred Personnel—‘‘Wife-approved”’ 
moves that win employee goodwill. 

@ Moving Offices, Stores—less down-time. 

@ Modern Storage Warehouses everywhere. 


HIGHEST FINANCIAL RELIABILITY 
COPYRIGHT 1956, NAVL 
“WIFE- NORTH AMERICAN VAN LINES, INC. 
APPROVED” World Headquarters: Fort Wayne 1, Indiana 
North American Van Lines Canada, Ltd. * Toronto 
*AMERICA'S SAFEST MOVERS: winners ATA National 
Safety Award for household goods movers traveling 


over 500,000 miles. (North American vans overage 35 
million miles per year !) 


WORLD-WIDE MOVING SERVICE BY LAND, SEA, AIR 


19 


NON-DUP 


...iIt means the difference 
between a market covered 
and a market missed 


Non-duplication in the news and management field is an established 
and basic fact that tells advertisers two things: 


1. Important high-income people with busy jobs neither have nor 
take the time to read more than one of the news and management magazines. 
Some prefer one, some another. 


2. A growing number of these busy people read and prefer only 
“U.S.NEWS & WORLD REPORT.” So many, in fact, that they make up a big 
segment of the decision-making customers and prospects throughout 
American business, industry, government and the professions. The only 
way this big part of the market can be covered is through 

“U.S.NEWS & WORLD REPORT.” 


More and more advertisers have recognized this exclusive coverage 
value. “U.S.NEWS & WORLD REPORT” Carries more advertising directed to 
business and industry than any other news magazine. Over the past 
five years, “U.S.NEWS & WORLD REPORT” has scored the biggest 
advertising page gain of any magazine. 


Ameritas 
(lass News Magazine 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers \ 
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LICATION 


These are the facts about Non-Duplication in the 
news and management field 


Eight separate studies over the last seven years confirm and reconfirm that 


76% OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE TO TIME 
O __.. That’s 589.000 “‘tusN& WR” subscribers. 


B3% OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE TO NEWSWEEK. 
0 _.. That’s 643,250 “tUSN&WR” subscribers. 


90% OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE 
Oo .. That’s 697,500 ‘“‘tuUSN&WwR”’ subscribers. 

g 1 % OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE 
9 _.. That's 705,250 ‘“tusN&wrR” subscribers. 
92% OF “USN&WR” SUBSCRIBERS DO NOT SUBSCRIBE TO FORTUNE 

9 _.. That’s 713,000 “tusN& wR” subscribers. 


Research Report N« U.S.News & with the same answer as the researchers. The impor- 
AN Duplication Sur tant people—in business, industry, government and 


TO NATION’S BUSINESS. 


lO BUSINESS WEEK. 


R port Subscribers \¢ 


make your own survey—ask some of your the professions—usually depend on just one magazine 


friends (not in t if they read for their essential news 


field. You'll n 
yne magazine in this field. You'll come up 


And here are some of the other facts about the 
“U.S.News & World Report’’ market that make it 
so important to cover 


Y 806 of ‘‘U.S.NEWS & WORLD REPORT ¥ 71.6°% of ‘““USN&WR” families have mem- 
subscribers are in business and industry. bers who hold office in some civic, profes- 
sional, social or other organization. They 


enewerel positions i 
hold managerial positions, belong to an average of 4.3 such organizations. 


} » cs average Sid ¢ —_ ¢ ~ 
Family incomes average $14,462 37.5°% own two cars or more. 


rhes ft < wes ava7} 2c ‘ 
highest of all news magazines. 38.1°;, bought a car within the past year. 


V 35.0% of “usNawr” families have ¥Y 30.0% traveled outside the U.S. within 


members holding directorships. the past year. 


Now more than/7 75,000 net paid circulation 


Advertising offices, 30 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, 
Philadelphia, Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los Angeles and Washington. 
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Capital Ffirlines flies souTH 


with the VISCOUNT . . . aprit 29th 


ETROIT © ay 
ad NEW YORK © 


CLEVELAND ®@ 


PITTSBURGH @ 


Wi . 


Serving— 
ATLANTA 
BIRMINGHAM 
MOBILE 
NEW ORLEANS 
from New York, 
Pittsburgh, 
Cleveland and 
Detroit... 


ATLANTA © 


BIRMINGHAM @ 


MOBILE © 


NEW ORLEANS @ 


WITH THE INCOMPARABLE V 1S C 0 U NT 


World’s First Turbo-Prop Airliner 


Soon you can enjoy smooth, quiet 
flight to the South aboard the 
Viscount . . . the world’s most mo- 
dern airliner. And there is no faster 
way! Four powerful Rolls-Royce 


turbo-prop (jet-prop) engines make 
the Viscount exceptionally fast and 
remarkably free from noise and vi- 
bration. Make your Viscount reserva- 
tion today, for a “velvet ride” South. 
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AIRLINES 
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SIGNIFICANT TRENDS 


Marketing News 


BETTER BUSINESS AHEAD .. . for most every- 
one. That’s the outlook viewed from an early spring 
vantage point. The economic picture is clearing 
after a winter of uncertainty. Economists, who were 
beginning to think about withdrawing their new 
year’s predictions of a 3% to 5% gain, are now re- 
issuing their original forecasts and smiling smug 
smiles of assurance. 


Why the new optimism? It is simply this: Business 
has spent the past six months making needed ad- 
justments. Everything was thrown out of kilter by 
several good and boomy years. The adjustment is 
now practically complete and except for agriculture 
most industries have settled on a high plateau. The 
worst was really pretty good, measured against even 
a few years ago. 


Specifically, here are some of the plus factors that 
spell continuing prosperity: 


High Employment. Everybody who really wants to 
work—with a few temporary area exceptions—has 
or can get a job. In fact, there is a nation-wide 
scarcity of labor which is creating a greater drag on 
our economy than the loss of income by the unem- 
ployed. 


Business Spending for plant and equipment is now 
at an annual rate of $35 billion—better than an $8 
billion increase over a year ago. 


Higher Incomes. There has been and will continue 
to be a steady rise in middle incomes. A round of 
wage increases is coming up and while it may turn 
out to be slightly inflationary, it will help workers to 
pay off instalment debts and buy more. 


Government Spending, both state and federal, but 
especially state, will have an important boosting 
effect on the construction industry. Schools, high- 
ways, streets, sanitation systems are needed and will 
be built for spreading suburbia and our mushroom- 
ing population. 
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as Viewed by the Editors 


Consumer Spending. Consumers are confident 
about the business outlook. The Federal Reserve 
Board reports that a record number of surveyed 
families—64% —thought times would be good. A 
record low—9%—thought times would be bad. 
More people expect to buy a home; about the same 
number plan to buy furniture or appliances and 
make home improvements. Interestingly, the same 
number, 8.2% expect to buy new cars in 1956 as 
planned to buy in 1955. 


Credit Adequate. Despite warnings and some evi- 
dence that credit is tightening, it is likely to be 
available to most consumers who want it. Business, 
for the most part, has found capital sources for its 
immediate needs. 


Housing Starts are down about 200,000 from last 
year .. . BUT last year was a top year and builders 
haven’t yet despaired that this year might not equal 
it. The facts are that the home building industry 
is in good shape, but people naturally would like to 
see it even better. 


Auto Sales have passed the most dangerous months 
without a major collapse. Inventories of dealers are 
way up; production has been slowed somewhat .. . 
BUT the worst is over. Spring is here and auto sales 
can be expected to pick up briskly and continue 
right into the introduction of the 1957, models. 
Sales won’t equal last year and no one expected 
that they would. 


The Year 1956 got off to a slow start. It will begin 
to accelerate from now through the summer and the 
final quarter may be at a record-breaking annual 
rate. Some predict a new, but mild, boom. At any 
rate, 1956 is slated to wind up the best year in his- 
tory—by at least a few percentage points. 


TITLES FOR “GAL FRIDAYS” . . 
money for top-rate secretarial help . . 


. and more 
. are being 
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Significant Trends (continued) 


given serious consideration by efficiency-conscious 
sales organizations. Sales office efficiency, they 
are noting, depends to a big extent on how eagerly 
Miss Jones handles routine and not-so-routine 
duties. Personal recognition, in the form of a 
dignified title and a few extra dollars in the pay 
envelope, can work to inspire her to “junior execu- 
tive” production. 


Along with her rise to a more respected status, 
Miss Jones is finding that her boss is investing in 
more and better office machines. These lighten 
her chores in some instances, but they also increase 
her range of abilities and thus raise her efficiency 
and that of the whole department. How many 
executive-type jobs does your “Gal Friday” handle? 


PUBLIC CONFIDENCE in an industry generally 
reflects buyer experiences with the companies and 
dealers that comprise it. A good index of this 
confidence—or lack of it—is found in the number 
of “requests for service” received by the Better 
Business Bureau of New York City. Home ap- 
pliances top an unpopularity list of 10 maintained 
by the bureau. Most of the 11,500 calls and letters 
the bureau received last year on this industry were 
not complaints, but simply people “checking up,” 
investigating before they invested, because they 
couldn’t be sure the products, dealers and adver- 
tisements were trustworthy. 


Following home appliances, in “request” order, 
were: television sales service, furniture, storm win- 
dows, home improvements, automobiles, women’s 
and infants’ apparel, food freezer plans, photo- 
graphers, and floor coverings. The last named 
had only about one-quarter as many requests as 
the first. Industry size, of course, influences quan- 
tity of calls. Nevertheless, some industries are 
better disciplined than others. 


The surest way to get consumers to start looking 
for substitutes for your generic product or brand 
is to tolerate loose practices in manufacturing or 
at the retail level. 
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A QUARTER-MILLION DOLLAR SAFARI to 
and through the jungles of Africa was begun last 
month on behalf of 20 American corporations. 
Heading the jungle trek is Commander Attilio 
Gatti, noted explorer, who will test a Winchester 
rifle for Olin Mathieson, photograph two lady 
expeditionists in Henri Bendel fashions, shoot films 
for ABC-TV, and expose several other products 
to “the world’s worst conditions.” He will file per- 
formance reports direct from Africa for immediate 
use by his sponsors. 


Movies and photographs will be taken of products 
in use on the safari. The stills, it is expected, will 
eventualy become dramatic tie-ins with product 
advertising campaigns. The movies will be used 
in sales and public relations programs. 


There is no trend toward safaris to Africa, but 
this unique business adventure typifies the extent 
to which the participating firms— including Syl- 
vania, Underwood, Dictaphone, Smith & Wesson, 
Bendix Aviation, Hamilton Watch and Standard 
Vacuum Oil—will go to gain research knowledge 
and find eye-catching themes for advertising. 


AN ADVANCE IN COLOR TV is being made in 
Chicago today as WNBQ becomes the world’s first 
all-color television station. Robert W. Sarnoff, 
president of NBC, is scheduled to officiate at a late- 
afternoon ceremony dedicating the station’s $1,- 
250,000 color telecasting facilities. 


Five hours of local colorcasts daily will be stand- 
ard WNBOQ fare from now on. This will be coupled 
with regular network color shows and color spec- 
taculars, which will mean that initially WNBOQ will 
be offering about seven hours of color programs 
each day. 


WNBO was selected by RCA-NBC to pioneer in 
breaking through the black and white curtain. It 
is expected that the efforts of this station will help 
to speed the advance of color TV as a regular pro- 
gram service to all of the public. 
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ROY INGERSOLL 


In the year before 
Roy Ingersoll found 
“his man”... 


Year ended 
May 1, 1954 


At the end of 
the “new team’s” 
first year... 


Year ended 
May 1, 1955 


To celebrate 
two years of 
giant-building . . . 


Year ending 
May 1, 1956 


THE MAN” JUDSON S. SAYRE 


“The man’s” plans 
‘for calendar 1956 
are bigger still... 


Calendar year 
1956 targets 


$46,000,000 


$99,000,000 


$127,000,000 


$150,000,000 


$4,400,000 


$8,400,000 


$12,600,000 


$13,300,000 


1,700 


5,500 


7,600 


8,500 


Norge—'An Awakened Giant’ 


BY LAWRENCE M. HUGHES 


“Our real growth,” predicts Roy 
Claire Ingersoll, “lies in Norge ap- 
pliances . . . and other lines we have 
branched into.” 

This statement by the 72-year-old 
president of Borg-Warner Corp., Chi- 
cago, in some respects may seem 
startling. Although B-W’s nearly 
$300 million assets embrace 32 divi- 
sions and subsidiaries, in almost as 
many economic areas, nearly half of 
total $552 million sales in 1955 were 
parts for automobiles. 

Nor could Norge Division be called 
a recent “branching.” ‘This sole B-W 
consumer-product subsidiary has been 
in the fold since 1929. Long a rela- 
tively unlusty contender in home ap- 
pliances, against such sales billionaires 
as General Motors ( Frigidaire), G-E, 
Westinghouse, Harvester and RCA, 
Norge by 1954 had turned very weak 
indeed. For five years its cumulative 
loss mounted into millions. 

Most members of the board were 
sure that this white elephant of the 
“white goods” circus was a luxury 
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Borg-Warner no longer could afford. 
They allowed such entrepreneurs as 
Ross D. Siragusa of Admiral Corp. 
to survey Norge’s facilities. .. . 

Ingersoll not only believed that 
Norge was worth saving, but he knew 
a man who might throw the miracle. 
The problem was that by then Judson 
S. Sayre was comfortably retired to 
golf and gin rummy ’neath Florida’s 
palms. At 55, Sayre was loath to re- 
enter the appliance arena with any 
candidate. 

Especially Norge. 

For eight months Ingersoll held 
back the board while he sought and 
propositioned Sayre. .. . Then one day 
in early 1954 Sayre happened to go 
to Chicago. Ingersoll bought him a 
nice lunch. Sayre finally agreed to 
“take a look” at Norge. On May 1, 
1954, he found himself president of 
Norge Division. .. . 

Every month since June 1954 
Norge has made money. 

From 1953 to 1955 sales tripled 
from $43 to $129 million. This 200% 


gain was 10 times the rate of growth 
of the major-appliance industry as a 
whole. 

In 20 months Sayre and a new 
team at a new Norge sold 1.5 million 
units of refrigerators, ranges, freezers, 
washers, dryers, water heaters. 

And in two years the Norge share 
of Borg-Warner’s own mounting 
total volume climbed from 11% to 
nearly 25%. This year—with Norge 
shooting for $150 million—it would 
rise to 30%. 

Back in June 1954 many an ap- 
pliance man rubbed his own eyes to 
read a Norge businesspaper ad: “THE 
SLEEPING GIANT AWAKENS!”’ 

Probably Sayre did not really have 
a giant then, asleep or awake. But in 
the $8-billion-a-year appliance indus- 
try, he and his crowd have shown 
some resourcefulness in creating a 
giant. 

In these two years Norge has made 
a lot of news. But here in SALEs 
MANAGEMENT is the first full report 
of “The Giant That Jud Built.” 
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Judson S. Sayre 


"S" in Judson S. Sayre Stands for Selling 


What the middle 8S. stands for 
Judson S. Sayre doesn’t say. Asso- 
ciates don’t know and “Who’s Who” 
doesn’t help. Apparently, he has 
never cared to include himself in the 
big red book. But a lot of folks, in- 
cluding competitors in a 30-year ap- 
pliance-selling career, suggest that it 
symbolizes Selling. 

Sayre is a dark, determined, strong- 
jawed, square-shouldered man; ener- 
getic, straight-thinking and -talking, 
and frequently profane. (He does not 
become miffed when you find some 
resemblance between him and an In- 
dian character in Norge’s current 
businesspaper advertising called Wa- 
hoo. ) 

He started selling early. Born in 
Meadville, Pa., he grew up on a farm 
near Cygnet, O. (pop. 500), and has 
since had respect for small-town and 
rural markets. When a stern father 
said, “Judson, now we'll pick pop- 
corn,” Jud picked—and sold it. As a 
scholarship student at Ohio Wesleyan 
University, he won a Bachelor’s de- 
gree six months early, and went to 
Columbia University to earn a Mas- 
ter’s in business administration. 

To pay for this part of his educa- 
tion he taught the first course in 
Salesmanship at New York’s West 
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Side YMCA. His health threatened 
by overwork, he went to the South- 
west to take things easier. But soon 
he was selling Alexander Hamilton 
Institute’s “get ahead” courses. Once 
he rode horseback 50 miles to see a 
prospect — who then wanted “a few 
days to think it over.” Sayre said, 
“If you can’t make up your mind any 
faster than that, the course won't do 
you any good.” He closed the deal 
on the spot. 

In 1925 Jud Sayre joined the new 
appliance industry as Detroit branch 
manager of struggling Kelvinator 
Corp. A year later he was made New 
England division manager and in 
1929, at age 30, national sales man- 
ager. This post he held successfully 
through four depression years. 

Then he went to Montgomery 
Ward & Co., under Sewell Avery, to 
run the Appliance Division. He was 
charged with designing products, lo- 
cating manufacturers, buying tools 
and supplies. In two years the divi- 
sion’s $800,000 loss turned into an 
$800,000 profit. 

In 1935 Sayre left — still on good 
terms with Avery — to become assist- 
ant to E. T. Cunningham, president 
of RCA Manufacturing Co. ... But 
en route to Chicago to make a speech, 


-being- formed 


he was induced by a friend to stop in 

Detroit to see an experimenta! model 
of a new type of washing machine. 
Struck by its whirling mechanism - 
and sales potentials — Jud Sayre 
found himself v-p for sales of the still- 
Bendix Home Ap- 
pliances, Inc., South Bend. 

Before the machine was in produc- 
tion he packed pilot models off to 
meetings of potential distributors in 
New York and Chicago — and sold 
42,000. The first 30,000 units had 
bugs in them. Sayre held a sales con- 
test, chartered a ship to Havana, on 
which he showed winning dealers a 
new-and-improved model. 

In 15 years as vice-president and 
then president of Bendix Home Ap- 
pliances he sold two million automatic 
washers—more than all competitors 
combined—and earned some fame as 
“the man who put the washerwoman 
out of business.” 

. (Today, Electrical Merchandising 
finds that only 15.9% of the 46 mil- 
lion U.S. domestic and farm electric 
customers still lack electric washers. 
Among major appliances only electric 
refrigerators have ‘“‘penetrated”’ deep- 
er. On the other hand, by last De- 
cember, 90.8% of “electrified” homes 
still lacked automatic dryers; 83.7% 
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RICHARD C. (RED) CONNELL stayed 
on from previous Norge regime to be- 
come v-p for sales on Sayre’s new team. 


JACK S. PETTERSEN, as director of 
merchandising, keeps dealer “events 
factory” making sales at full blast. 


electric water heaters; 83.2% freez- 
ers, and 71.8% electric ranges. ) 

In 1951 Avco Manufacturing Co. 
bought Bendix Appliances, and for 
two years Jud Sayre stayed on as v-p 
of a Bendix Division. But he and 
Avco’s president Victor Emanuel did 
not jibe. He retired. 

Retirement was fun, for awhile. 
The Sayres were well-enough-off so 
that “Louise (Mrs. Sayre),” says 
Jud, “didn’t have to take in washing. 
. . . But before long I found that the 
main thing a man does in retirement 
is to sit and listen to his arteries 
harden.” 

Friendship with Frank Leahy has 
made Sayre the only 42nd degree 
Mason on Notre Dame’s School of 
Commerce Committee. Another friend 
is Norman Vincent Peale. Once, at 
Dr. Peale’s request, Jud agreed to 
“preach” at Marble Collegiate 
Church in New York. Louise 
warned: “Now, Jud, please remem- 
ber that these people are not distri- 
butors.”’ Norge’s president says, “I 
started to give them hell—then re- 
membered. I guess everything went 
all right.” 

His Norge career began in pain. 
A ruptured disk in his back landed 
him in a hospital. But in a few days 
— supported by a cast and still un- 
able to turn his head or lift his right 
arm — he was working all hours, 
building the policies, the programs 
and the team — to rebuild Norge. 
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V. C. RICE, v-p for manufacturing and 
engineering, rejoined Norge in 1954 to 
make “giant’s” new products. 


JAMES RUFF heads marketing re- 
search, digging up the facts on which 
Norge new penetration has been built. 


HAROLD BULL, distribution director, 
served with Sayre at Bendix; heads 
field sales through 87 distributors. 


ROBERT J. RUNGE, advertising direc- 
tor, has seen promotion efforts for Norge 
triple in new team’s first two years. 


Sayre's New Team Energizes the "Giant" 


Finally cornered by Roy Inger- 
soll, Jud Sayre found himself get- 
ting “curious about the Norge de- 
bacle ... 

“The longer I looked the surer 
I was that what Norge needed was 
simply strong management that knew 
appliance merchandising to kick the 
—ah, waste out of it.” (This and 
other impressions he expressed in four- 
letter words. ) 

One reason for capitulating was 
an appealing capital gains offer. But, 
stronger, was the urge to get back 
into business battle again, and to 
build an outfit to win. “I’d learned,” 
Sayre explains, “how much life de- 
pends on liking people, and working 
with them creatively to meet chal- 
lenge.” 

To him business-building essen- 
tially is the finding and application 
of facts: “I ain’t no genius in an 
ivory tower,” says he in his two- 
storied office in the Merchandise 
Mart. “I’m just a record-and-fact 
guy. When I’m to address a dis- 
tributors’ meeting, I don’t write in- 
spirational messages. I discuss prob- 
lems with distributors. I sit in the 
meeting and make notes. Then I talk 
from facts on their problems 
Many of our -ideas simply are the 
organized development of theirs.” 


Soon after he had taken over, Sayre 
called in department heads: ‘Norge 
has had good backing from Borg- 
Warner. But it hasn’t had appliance 
know-how. (His predecessor was an 
automotive man.) . . . However, all 
this is past. Norge is going to roll. 
The men who stay will be the ones 
who can keep up with us. 

“Right now we're all on a truck 
creeping toward a highway at three 
miles an hour. ‘Lhe tailgate is open. 
Soon we'll be out on the open high- 
way, picking up speed. Some of you 
won’t be able to stand the pace and 
will slide off the rear end. In your 
work you’re lax and uncoordinated. 
To you a job is just a means of 
passing the time until 5 p.m. The 
organization reflects this. 

“But from now on things are go- 
ing to be different. Those of you who 
stay are going to help me put this 
whole outfit on its toes. I’m going 
to build a team to win.” 

At 4:45 that afternoon Sayre drop- 
ped into one office and found several 
executives engrossed in gin rummy. 
They explained that they “always 
played a little gin” until train time. 
Would Jud like to join? Jud would 
not... “From this and other inci- 
dents,” he says, “it didn’t take me 

(continued on page 124) 
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The Ridders Ride Again 
A Family Builds an Empire 
Ridder Publications, Inc., which owns a 
dozen newspapers (including the New York 
Journal of Commerce), several radio-TV out 
lets and other properties, has done it again. 
This time the Ridder clan has purchased both 
the morning and afternoon newspapers of 
Pasadena, Cal. The Ridders began buying 
newspapers when Herman Ridder established 
the New York Staats-Zeitung, in 1890. News 
paper ownership was expanded by the Ridder 
brothers, his sons Bernard H., Joseph E. and 
Victor F. Now publisherships are controlled 
by a third generation of Ridders. Eight sons of the brothers hold executive posts. In accord- 
ance with basic Ridder operating principles, management and establishment of editorial policy 
will be handled on a local basis (to keep newspapers closer to their markets). This newest 
transaction of Ridder Publications gives the family six daily California newspapers, all pur- 
chased within the past three and a half years. (One of the Ridders, B. H., Jr., is now a 
director of Associated Press.) The clan lines up like this: Back row (1 to r) Robert, Joseph 
B., B. H., Sr., Victor F., Joseph E., Eric. Front row: Bernard H., Jr., Herman H., Ber 
nard J., Daniel H. and Walter T. 


S & W's New President: 
After Honors Came Foods 


“Getting an order is only ha!f the job,” is a quote 


all S & W Fine Foods salesmen know. They ought 
to. The company’s new president, Joseph Blumlein 

who started with the company, in ’33, as a sales- 
man—never stops repeating it. For shrewd, smart 
(honors from Stanford University) Joe Blumlein 
has consistently shoved his company's sales upward 
by refusing to separate general advertising and 
point-of-purchase material. S & W has a direct 
retail sales force charged with merchandising and 
selling. ‘These men are trained to recognize that 
getting the order isn’t enough: The product must 
be merchandised, movement to the ultimate con- 
sumer must be insured. Blumlein has seen to it that 
point-of-purchase displays are attractive enough to 
be used, pungent enough to sell the shopper. A man 
who set his sights on his company’s presidency, 
Blumlein spent two years as assistant manager of the 
Coffee Department, traveled all over Europe, the 
Far East, Latin America, building up S & W’s 
export markets. As a lad he worked in grocery 
stores and canneries to get the experience he knew 
he’d need. Outside of work, he’s active in charities 
and keeps in shape by playing tennis with his two 
daughters. At the right, his wife. 
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GUY GILLETTE 


Davis & Geck's New General Manager: 
"A Totally New Business. Some Old Customers . . . 


“T’ve got a lot to learn,” says big, reserved Henry Wendt, Jr., who is taking over 


as new v-p and general manager, Davis & Geck, Inc., a Division of American 
Cyanamid Co. For Wendt, who has been (since ’47) director of sales for Lederle 
Laboratories Division of ACC, is moving into the fields of surgical sutures and dress- 
ings. He joined American Cyanamid as a salesman back in ’34. The company started 
him in Michigan. Within three years he was New England district manager, went 
West to be West Coast regional manager and finally came to New York in the same 
post. A Pearl River, N. Y., boy, he had connections with Lederle (as a kid of nine 
he worked for the company one summer, picking rag weed for hay fever serum!), 
grabbed off his first job with Lederle because he had a baby son, a wife and needed 
“two more dollars a week.” Davis & Geck have a modern new plant in Danbury, Conn. 
Wendt lives in Tuxedo Park, N. Y. His main office will be New York City. He’s 
worked out the traveling into a rather neat triangle, can cover all three locations in a 
day. The Wendts have two teen-age girls, a college Miss, and the ‘“‘baby son” who 
now works for a rival pharmaceutical corporation. 


New Passenger Car 


Dollars Per Car 
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Advertising in Magazines 
Produced —1955 


"7,942 107 


of 


Daomoa S. Gell — Farm Journal, Inc. 


i | i 7 P $29 100,916 
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Compileé under the supervision 


Ad Men with Clay on Their Shoes 


Gardner Advertising has a unique group of ad execs 


who spend half their time on the farms and ranches 


of the nation . . . studying rural markets of their 


clients. The result: 


When Gardner Advertising Co. of 
St. Louis, organized its Farm Ac- 
count Group, it sought men qualified 
not only in respect to advertising but 
in feed lots, chicken houses, and other 
aspects of farm life that are “foreign 
soil” to most advertising men. 

As a result, the biographies of the 
nine regional farm account executives 
at Gardner include names of several 
of the nation’s major agricultural col- 
leges, radio-IT'V farm departments, 
agricultural publications, and farm 
equipment and supply manufacturing 
companies and their advertising agen- 
cies. In addition, most of the farm 
account group men had practical 
farming experience on the family 
farms where they were raised. 

They operate as a special task force 
that serves the national and regional 
needs of Gardner clients. They spend 


Believable farm 


advertising. 


more than half their time in the field, 
gathering information which keys ad- 
vertising by regions; coordinating 
client-dealer promotions and adver- 
tising; executing manifold special 
projects. Client divisional and district 
sales offices and local dealers see them 
frequently. 

The Gardner Farm Account Group 
originated from a realization that sell- 
ing and advertising agricultural prod- 
ucts requires special knowledge, grass- 
roots knowledge of farms, farmers, 
and their problems — a field that de- 
fies easy, rapid researching, testing and 
marketing because of its diversity and 
changeability. 

Idea for the regional task force 
grew out of Gardner’s experience with 
the sales-advertising program for its 
client, Ralston Purina Co., St. Louis, 
producer of poultry and_ livestock 


feeds. Ralston Purina has been a 
Gardner client over 45 years. 

The plan was developed over the 
years by Ralston Purina and Gardner 
executives: Gordon M. Philpott, Pu- 
rina vice-president in charge of adver- 
tising and merchandising; Maury 
Malin, advertising manager, Purina 
Chows Division; John H. Leach, 
Gardner vice-president and member 
of the board of directors, who heads 
the Farm Account Group. It culmi- 
nated in formal organization of the 
Gardner Farm Account Group on 
Oct. 1, 1953. 

Says Malin: ‘“The greatest contri- 
bution of the Gardner Farm Depart- 
ment since its establishment has been 
the help it has given us to get more 
from our Purina advertising dollars. 
That’s because Purina advertising has 


‘been made more effective. By having 


an advertising man in each area we 
can tailor our company advertising to 
the agriculture of that area, its prob- 
lems and needs.” 

Successful results from this special- 
ized department have attracted other 
national farm marketing clients to 
Gardner. 


When Eli Lilly & Co., Indianapolis, 


UP ON A RANCH in the High Sierras of California, » 
a Gardner regional account man tapes an interview 
“Grass roots” testimonials make believable advertising. 


FARM GROUP staffers get together frequently 
to discuss copy angles, research studies, sales. 
Subject here: Buying habits of poultry farmers. 


NO GRAY FLANNEL SUIT is needed p» 
for barn-lot interviews ... but boots come in handy. 
This is typical baggage of Gardner farm man. 
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IN A DENVER FEEDLOT, a Gardner account man 
can get manure on his shoes... but he can 
also get earthy material for ad copy. 


f 
, 
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PRIVATE PLANES are flown 
by several account men 
to cover their multi-state territories. 


“order blank” going in... 


coming out 


..-which is just what happens 91% 
of the time when industrial salesmen 
call “cold.”” But when your salesmen 
call “by invitation” on prospects who 
have studied your catalog in advance, 
they leave with an order four times as 
often. 


This fact makes the questions in the 
adjoining column very important 
ones to answer...no matter how effec- 
tively you may think your catalog is 
working for you now. 


©) 


Sweet’s Catalog Service 
a division of F. W. Dodge Corporation 
119 West 40th Street, New York 18, N. Y. 
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How effective is your 
catalog procedure? 


Careful answers to these questions 
will tell you. A “no” to any one of 
them is good reason to review your 
entire catalog program. 


1. Do you have a tested system for 
making sure your catalog reaches the 
important buying influences for your 
aSeete..<o the companies with volume 

uyi ? — 

or yes [| no [| 
(Sweet's market-specialized Catalog Files 
are distributed to the companies that 
have over 80% of the total buying power 
in the industries these Files serve. Indi- 
viduals who receive them are continually 
checked for their buying influence.) 


2. Does your present system pro- 
vide for the immediate distribution of your 
catalog to every good, new company that 
comes into your market? 


yes | no _!) 
(With daily access to Dodge reports on 
new plant construction, plus continuing 
market analysis and field research by its 
distribution staff, Sweet's spots potential 
new sources of business immediately; 
distributes appropriate Catalog Files to 
them as soon as their buying power is 
known and qualifies them.) 


3. Do you know how many of the, 


men who have received your catalog have 
kept it, and have filing systems which make 
it easy for them to find and use it? 


= ony 

yes || no | 
(Catalogs bound, indexed, and distributed 
in a Sweet’s File are always easy to find, 
cannot be misfiled or lost.) 


4. When vor:r customers and pros- 
pects want to compare products, prepara- 
tory to calling in possible suppliers, does 
your system make it reasonably certain 
that your catalog can’t be overlooked? 

yes |] no [| 
(Sweet’s binds the catalogs of comparable 
products next to each other, indexes each 
one for easy reference. This minimizes 
the chances that any suitable product 
cataloged in a Sweet's File will be over- 
looked when ready buyers are searching 
for the answer to a need.) 


5. Are you sure that all of your 


important customers and prospects have 
your current catalog? 
no [] 


new Catalog Files 


yes L 
(Sweet's distributes 
each year. Every user of a Sweet’s File 
is therefore certain that each catalog 
bound into his Sweet’s File provides him 
with the up-to-date and correct buying 
data upon which he can rely.) 


6. Has your catalog been prepared 
to give your customers and prospects ex- 
actly the kind of buying information about 
your products that they should have...and 
will it logically lead them to take the next 
buying action you want them to take: call 
in your salesman or distributor; write to 
you; or specify your product? 

yes no | 
(Sweet’s has been designing and produc 
ing market-specialized, action-evoking 
catalogs for fifty years... has had notable 
success in doing so designs and pro 
duces more manufacturers’ catalogs, by far, 
than any other company in the world.) 


There is a Sweet's Catalog 
Service office near you. A call 
or letter to any one of them 
will bring you prompt and 
thorough help in making sure 
your catalog...its design, pro 
duction, and distribution 

results in more orders for you 
at the lowest possible cost 
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nationally known pharmaceutical 
house, was licensed to produce and 
market the new cattle feed additive, 
diethylstilbestrol, it established a new 
Agricultural Products Division, and 
hired an outside advertising agency 
for the first time in its 78-year history. 
Gardner Advertising Co. was selected 
from among six large national agen- 
cies because of its merchandising and 
advertising performance. 

A 40-page “Stilbosol Fact Book” 
for cattle feeders was a major tool in 
the marketing program. Within 48 
hours of the decision to produce the 
book, three Gardner regional account 
executives were in the field and 
within a week had secured case-history 
testimonial information and pictures 
of cattle feeders. Two regional execu- 
tives helped to produce a “Stilbosol’”’ 
film in the field. They were also the 
film’s narrators. 

The skill and research performances 
of the Farm Account Group led to 
the selection last year of Gardner as 
the advertising agency for Doane 
Agricultural Service, Inc., St. Louis, 
itself the largest and oldest organiza- 
tion in the United States engaged in 
agricultural research, farm manage- 
ment and rural appraisal. 


Farm Family Panel 


Gardner collaborated closely with 
Doane in planning the organization 
of its “Country-wide Farm Panel”— 
a 2,000-farm-family group described 
as the first comprehensive, nationally 
balanced farm market research panel. 

The Farm Group is the source of 
authoritative information for such 
Gardner clients as Monsanto Chemi- 
cal Co., Granite City Steel Co. and 
others interested in effective merchan- 
dising to the important farm market. 
Other agency departments work 
closely with the Farm Account Group 
on general sales-advertising programs. 

The Gardner Farm Account Group 
is designed to cover agricultural—not 
necessarily geographical—areas. Long 
experience has taught Gardner that 
the farmer is highly individualistic, 
and that one of the strongest appeals 
to his pocketbook is advertising based 
on proved results among people like 
himself. 

That means gearing advertising to 
local needs, and tu regional require- 
ments which vary by the season, types 
of farming, and other factors. For 
that reason, much time is spent by the 
regional account executives in helping 
salesmen and local dealers to develop 
localized case-history newspaper and 
radio-I'V copy, and to help them with 
sales promotion activities. 

Their comprehensive duties include : 


1. Keeping agency and client in- 
formed through regular reports from 
the field. 

2. Helping to plan client adver- 
tising for correct timing, approach, 
and theme in national advertising, 
season by season, month by month, and 
region by region, keyed to the needs 
of the area. 

3. Studying results of client’s spe- 
cial promotions in the field. 

4. Conducting special promotions 
in the field to test various projects. 

5. Addressing meetings of dealers 
and salesmen on advertising and pro- 
motion. 

6. Monitoring radio and TV pro- 
grams sponsored by clients or dealers. 
7. Working with radio and TV 
personnel to develop programs with 
strong appeal to farm families. 

8. Working with farm news com- 
mentators to get maximum “farm 
sell” in commercials. 

9. Working with salesmen and 
dealers, and posting companies on 
client or dealer outdoor board prob- 
lems, including selection of locations. 

10. Working with local and re- 
gional publications on space advertis- 
ing. 

11. Planning local campaigns at 
dealer level. 

12. Interviewing farmers to gath- 
er “evidence” to be used in advertis- 
ing. This includes still photography 
and motion pictures. 

13. Lending a hand with special 
campaigns such as mill openings and 
grand openings of new stores. 

14. Conferring with bankers, farm 
group leaders, and others on farm and 
dealer questions. 

15. Other special assignments. 


Works With Agency 


The operations of the Farm Ac- 
count Group are closely integrated 
with the over-all functions of the 
agency. Leach and Sedwick, who 
worked closely in the development of 
the group, are 16-year veterans at the 
agency. 

Leach says: “The Gardner Farm 
Account Group works as a unit which 
can get rapid action through reports 
from the field. In fact, such localized 
factors as dry weather, a short grain 
crop, or even overproduction of one 
crop may change the sales pattern in 
one region compared with another. It 
is often imperative that the sales and 
advertising program for one region 
be revised immediately because of 
these factors. With our regional 
executives on the spot, we are aware 
of these changes as soon as they take 
place.” 

The End 
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TOWER 
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TOWER 
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<1 giaaaaas 


IT’S HIGHER THAN THE EIFFEL TOWER! 


1042 feet above ground... 
1130 feet above average terrain... 


2049 feet above mean sea level... 


Here’s the KCMO-TV advantage in the Kansas City 
metropolitan and Mid-America market. 


Write today for KCMO-TV’s colorful new brochure with 
the latest coverage data. Address: KCMO-TV, 125 E. 
31st St., K. C. 8, Mo., or contact your nearest Katz man. 


PUTTING THE “I” IN DIRECT 
MAIL: Third largest user of U.S. 
mails, Bankers Life & Casualty 
has sent 200 million letters in 
one year. “Exclusiveness” may 
induce action. Bankers tells re- 
cipients frankly that of 100 re- 
ceiving this letter 52 will discard 
it before reading; 30 will read 
and then throw away; 13 will 
save but won’t mail card; only 
five will send the card back. 


Mass Marketing Multiplies 
Insurance Volume 9,900% 


In 10 years John MacArthur's "White Cross Plan" boosts 
premium income from $1.2 to $118 million. Hard-selling, 
buckeye, couponed copy at $9-million-a-year rate opens 
millions of doors in 39 states for "A&P of Insurance.” 


BY LAWRENCE M. HUGHES 


The Creed of Bankers Life & Cas- 
ualty Co., Chicago, tells the princi- 
ples of John MacArthur in words 
stufher than MacArthur himself 
might write. 

But when it mentions such matters 
as “free enterprise” and “independent 
action,” this tall, handsome, energetic, 
sensitive, stubborn, versatile, daring, 
proficiently profane and ever-earthy 
man can show a $100 million pile to 
support his strong Amen. 

The people of the Bankers com- 
pany believe in “constant research and 
improved services.” They emphasize 
the right of plain folks across the USA 
to pick insurance to fit their needs, 
and the company’s duty to pay all 
just claims fairly and promptly. And 
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because insurance, until MacArthur, 
probably has been the most under- 
advertised of all big businesses, the 
crux may be: 

“We believe in keeping the public 
well informed about insurance and 
the specific benefits it provides. (SALES 
MANAGEMENT'S italics.) We pledge 
ourselves . . . to promote a better un- 
derstanding of insurance through 
honest advertising, ethical sales prac- 
tices, modern merchandising methods, 
and simplified policy provisions.” 

MacArthur and his people mass- 
market their White Cross Plan. With 
wares including policies of hospitali- 
zation, accident-health, medical-surgi- 
cal and life insurance, they offer 
everything from trial sizes to large 


economy packages, separately and in 
combination, all on easy terms, to 
build what John MacArthur likes to 
call the “A&P of Insurance.” 

The recurrent we in the Creed is 
a nice gesture on John’s part. Bank- 
ers Life & Casualty is not a mutual 
company. In the sense of “‘participa- 
tion” it could hardly be called a stock 
company. It is owned entirely—all its 
$102.7 million assets—by John Mac- 
Arthur. The man in fact emerges 
somewhat wealthier than this com- 
pany. His “interests” now embrace 
other insurance companies, as well as 
hotels, real estate, oil, aviation and 
other ventures. And he gives you the 
impression that, as soon as a retooled 
management team at 4444 Lawrence 
Ave. gets things going smoother, both 
he and Bankers will be building big- 
ger. 

But at Bankers he does not intend 
to release an ounce of actual control. 
Into this business over 28 years John 
MacArthur has poured a lot of blood, 
sweat and tears. As late as 1945 
Bankers annual premium income to- 
taled only $1,255,908. . . . Then as 
he learned to strengthen advertising 
and to streamline selling, the dollars 
started to roll. As more dollars rolled 
in more rolled out, further to feed ad- 
vertising and selling. 

By 1950 premium income reached 
$30 million. In 1955 it was $118 mil- 
lion. Thus the 10-year growth was 
about 9,900%. . 


Here, however, a little cold water 
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From “‘My Life with the Big Cats,’* by Alfred Court, by permission 
of Simon and Schuster, Inc. © 1955. 


He kisses tigers too! How the 

world’s No. 1 animal trainer tames 
tigers made an exciting story in a 

recent issue of PARADE, the Sunday 
magazine. So exciting, it was read by 
seven out of ten readers. 

Making people stop, read and 

remember is nothing new for PARADE. 
Independent surveys show this is the best 
read magazine in America—bar none. 
To advertisers this means twice as many 
readers per dollar in PARADE as in the 
big weekday magazines. 

It all adds up: to open new markets, 
establish brand names and 

build sales all week long... 

PARADE has what it takes. 


Parade... The Sunday magazine section of more than 50 fine newspapers, covering some 2660 markets... 
with more than fifteen million readers every week. 
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MacARTHUR 


SINGLE CONTROL: John MacArthur 
is the “White Cross Man.” He sweated 
through the birth and growth of Bank- 
ers Life & Casualty; pioneered its 
sales policies; fed the agents with ad- 
vertising-created prospects, and con- 
tinues to own all of this $102.7 million 
company. But he has introduced... 


must be poured on steaming statistics. 
Actually, 1955 premium income was 
$3.4 million Jess than in 1954, and 
the $485.6 million life insurance in 
force last January 1 was $18.7 million 
less than the $504.3 million on Jan- 
uary 1, 1955. 


One reason is that, in the process 


of building a sales organization, 
Bankers culled out its field sales man- 
power about 15 months ago and de- 
liberately sacrificed volume tempo- 
rarily while training to meet new mar- 
ket conditions. In gearing for tomor- 
row’s growth the whole company is 
getting a thorough going-over. Re- 
sults are already beginning to show 
in a first quarter 1956 gain of 12% 
from the comparable quarter of 1955. 

In the last decade the business has 
expanded from northern Illinois to 
39 states and D.C. In ail these states 
Bankers now ranks first in policies is- 
sued among all companies in individ- 
ual (not group) health and accident. 

Yet nine states representing 30% 
of the “national market”’ still are un- 
tapped: California, Connecticut, 
Georgia, Maine, Mass., New Jersey, 
New York, Rhode Island, Wisconsin. 
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DOOLEN 


KELLEY 


JOINT DEVELOPMENT: A group of key men have taken a lot of the 
operating load. Lawyer Paul D. Doolen is vice-chairman of the board 
and Actuary Leo J. Lehane executive vice-president. (MacArthur him- 


self is chairman and president.) 


Lyman P. Wood serves as vice- 


president in charge of marketing (and advertising), and Stanley E. 
Kelley has been named home office agency director, in charge of 
national sales, sales promotion and sales training. 


And of the five million people in- 
sured by Bankers Life and Casualty 
in the 39 other states, 600,000 are in 
Chicago. 

Rival insurers squawk about Bank- 
ers’ “unorthodoxy.” And Bankers 
does know how to put on promotional 
pressure. (In North Carolina, for in- 
stance, it climbed from zero to first 
place in less than a year. ) 

But the policyholders must appre- 
ciate the tailor-made-for-the-little-guy 
policies and the terms of payment. 
And advertising media are loud in 
their praise of this “largest insurance 
advertiser.” 

The Bureau of Advertising, 
ANPA, calls Bankers the “largest in- 
surance newspaper advertiser.” 

Direct Mail Advertising people 
might point with even more pride. Of 
Bankers’ total $9 million annually for 
advertising and sales promotion, 80% 
goes into mailings. This company 
spends more for advertising postage 
than other large insurance companies 
put into their entire advertising pro- 
grams. It sends 1% of all third-class 
mail, and after Sears, Roebuck and 
Montgomery Ward, it is the largest 


customer of Uncle Sam’s Post Office 
Department. In a good year Bankers 
posts 200 million letters, and has 
reached 25 million prospects eight 
times each in that period. Currently, 
though, mailings are at a 100-million- 
a-year rate. In this and other parts of 
the business, Bankers is concentrating 
harder on quality. 

Except for the Creed and a few 
other “institutional”? pieces (such as 
a pocket-size annual statement to 
policyholders) every ad in every me- 
dium is couponed to produce specific 
prospects. The’ Bankers people won't 
tell which produces how many at 
what cost. But certain “refinements in 
the direct mail program,” for instance, 
are expected to lower cost-per-inquiry 
“substantially” this year. 

Newspaper advertising—all full 
pages—‘“‘supports branch office oper- 
ations when needed.” The basic ‘“‘na- 
tional” list is 160 papers in the 39 
states and D.C., with combined cir- 
culation of 24 million. 

Despite the lack of 48-state insur- 
ance coverage, double-page spreads are 
scheduled now and then in such maga- 
zines as Life, Look and The Saturday 
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The campaigner 


‘“‘There’s a right way and a wrong way 
to do darned near everything.” 


Nothing startling, except that when 
you come right down to it any truism 
like that is tough to live up to. But 
Bob Hungerford does. He has ever 
since he swept out an art studio morn- 
ings so he could earn his baccalaureate 
in fine arts afternoons and nights. 

And he does now, at 34, as art 
supervisor in Campbell-Ewald’s 
rapidly expanding art department. 


This young man directs the work of 


nine assistants for as many clients. 


CAMPBELL-EWALD Advertising si. ra! 


His work is cut out for him, too, 
because as far as Bob’s concerned ‘‘the 
right way”’ for an art director to create 
advertising isn’t easy. 


“The art director is a technician, 
sure. But that’s just a beginning. He 
has to read, be interested in good writ- 
ing, because his job is interpreting 
words and ideas visually. 


“Then he must really understand 
client products and problems—get his 
hands dirty. He has to get inside a 
problem, because that’s where the 
solution is—inside, not outside.” 


etroit 


Washington « 


Bob’s associates offer these varying 
descriptions of him: “analytical and 
articulate,” ‘“‘flair for the unusual,” 
“‘sees the whole problem,” or “talks 
copywriters’ language.”’ And his boss 
will tell you: “I can’t remember when 
he hasn’t made sense.”’ 


But on one thing they all agree: 
Bob just isn’t content with an idea or 
an advertisement until he’s assured 
himself that every angle of it will help 
solve a client’s problem, and solve 
it correctly. 


At Campbell-Ewald, that’s the way 
it has to be. 


New York + Chicago + 


Atlanta «+ 


Los Angeles 
Dallas «+ Kansas City 


The Journal delivers your advertising to top ranking 
officers of the Army, Navy, Air Force, Marines and 
Coast Guard, who direct or recommend defense 
purchasing. For latest data on this influential 
military coverage, call or write; __ 


ARMY NAVY AIR FORCE JOURNAL, 1711 Connecticut 
Ave.. Washington 9, D. C., HObart 2-6477 


WEST: CHRIS DUNKLE & ASSOCIATES, 3257 W. 6th 
Los Angeles, DUn 7-6149-—3077 Turk Street, 
Sgn Francisco, EVergreen 6-1582 


MID-WEST: L. B. HAMMOND, 30 N. LoSolle, 
Chicago 2, Ill., RAn 6-1843 


EAST: McCLANAHAN & CO., 295 Madison Ave., 
New York 17, LExington 2-1234 
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FIRST 100 
MARKETS 


OVER % MILLION PEOPLE 


WITH 


57% ON THE ILLINOIS SIDE 


ROCK ISLAND ¢ MOLINE ¢« E. MOLINE 


Quad-Cities' Largest 
Combined Daily Circulation 


The Moline Dispatch 
The Rock Island Argus 


THE ALLEN-KLAPF 


Evening Post. “When we have a 
pretty important story to tell, we use 
women’s and men’s magazines of var- 
ious kinds.” Recently, advertising in 
farm publications has proved profit- 
able. In most of the 30 branch-office 
areas, car card advertising appears 
regularly. Radio and TV are bought 
primarily to “support local situations 
—where the need is present and the 
price is right.” 

Space advertising promotes “The 
White Cross Man;” his full line (in 
terms of security and peace of mind), 
and his latest offering. One newspa- 
per headline proclaims: 

“To 5 million people, at sometime 
in their lives, the WHITE CROSS 
MAN is ‘the most important man in 
town!’ ” 

Around the photograph of this rep- 
resentative agent, drawings show how 
he helps—in illness and accidents, in 
financing blessed events, providing 
money for retirement, etc. 

Bankers shows that the coupon is 
“not an application for insurance,” 
but “merely your request for free in- 
formation.” 

Into the mailings go a lot of ex- 
perience—and ingenuity. 

One envelope—bearing the com- 
pany’s address but not its name— 
bears a circled “handwritten” legend 
next to the address: ‘‘Are you one of 
the five people described in this let- 
ter?” 

Inside “Dear Friend” learns of new 
hospitalization policies “so wonderful 
you'd think everyone would want to 
know about them. Yet, on the basis 
of our experience, of every 100 per- 
sons who receive this information, 
only five people will mail back the 
certificate in the postage-paid enve- 
lope. 

Most letters are signed by “George 
K. Morton, director of information.” 
They go out third-class bulk rate, but 
postpaid return envelopes are airmail. 
Prospects are asked to keep the stub 
of the certificate ‘‘as a reminder to be 
looking for the valuable information 
you are entitled to.” 

On the back of one envelope ap- 
pears a picture of a punch card as a 
“symbol of today’s electronic age.” 
The enclosed punched card bears 
“stamped approval’: ‘The person 
named at right is O.K. to receive 
FREE INFORMATION about the new 
kind of HEALTH INSURANCE which 
is now available to preferred families.” 

Another carries a White Cross 
“stamp”: “FIND OUT HOW THIS VAL- 
UABLE STAMP CAN SAVE YOU MONEY 
AND WorRRY!” .. 

On the back of a green envelope: 
“NOW KEEP YOUR SAVINGS IN THE 
BANK! WHEN SICKNESS OR ACCIDENT 
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STRIKES—LET US HELP YOU PAY 
THESE BILLS.” Listed bills, on the 
envelope, range from groceries and 
time payments on TV set to X-rays, 
blood transfusions and burial. The 
letter and return card also are dizzy- 
ing with $ signs. 

Then there’s an envelope, covered 
with American eagles, which has two 
windows. One window shows addres- 
see. Through the other appears a plas- 
tic copy of the “1652 Massachusetts 
Pine Tree Shilling.” It seems that 
“vour family’s health insurance may 
be as old-fashioned as this coin... .” 

A severe brown envelope from 
M. H. Wettaw, v-p and treasurer of 
the company, announces “SURVEY 
CARD ENCLOSED.” Wettaw writes that 
“my company (which offers the White 
Cross Plan)*is attempting to decide 
whether or not to build new and 
larger quarters for our operations. .. . 
We would like to know how many 
people are now covered by health in- 
surance” and “how you stand on re- 
cent development in health insurance.” 


His First Interview 


Bankers Life & Casualty Co. has 
not yet built the new quarters. Over 
2,000 home office employes are now 
crowded into, appropriately enough, 
an ancient bank building and punched- 
through “additions” to three adjoin- 
ing buildings. MacArthur doesn’t 
mind. For branch offices he gives the 
field men desk space in converted 
brownstones, “to get them out on the 
street.’ The present headquarters still 
might be called commodious and lux- 
urious, compared with the one room 
where he and his wife Catherine got 
the business going 26 years ago. 

And besides, he doesn’t spend very 
much time in them. 

He did happen to be in that day, 
from Florida via California, to at- 
tend his father-in-law’s funeral. And 
he happened to give SM his first in- 
terview ever. (“‘Hell, you never know. 
It might help the boys in the field.”’) 

Until now his “appearances” have 
been confined to off-the-cuff talks to 
his own people. Under the new closer- 
coordination setup meetings of home 
office and field sales executives are 
now held quarterly. Formerly, Mac- 
Arthur says, whatever sales meetings 
Bankers held were ‘a mixture of 
medals and inspiration and clowning.” 
Now a committee picked from the 
men who do the selling job ‘“‘writes 
out the field men’s problems and 
ideas. We try to help meet and de- 
velop them. And to give you an idea 
of how seriously we’re taking it: The 
first meeting under the new plan was 
held in an old people’s hotel in dry 
Evanston.” 
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Assures 
‘Follow 
Through’’ 
on your 
Personnel 


Transfers! 


United’s 450 agents and coast-to-coast net- 
work of warehouses, regional offices and 
“rolling stock” are linked together into a 
highly efficient transportation system by 
the most modern communications facilities. 
By means of teletype, United is constantly 
“in touch” with your moves—assuring com- 


plete control and supervision all the way. 
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Looking For Bio Results...Like This? 


Whether you choose The Wall Street Journal exclusively, or 


include it with other publications, you find that this only national 
business daily accounts for the big results. The Journal covers not 
only a big audience . . . but an audience big in buying power, buying 
intentions and buying needs. Get into The Journal and get action! 


Circulation: OVER 407,000 


THE WALL STREET JOURNAL 


NEW YORK * CHICAGO 


44 Broad St 711 W. Monroe St 
DALLAS SAN FRANCISCC 


911 Young St 415 Bush St 


MacArthur has long been sure 
Bankers Life could make an insurance 
salesman out of “anyone.” Only “5% 
of our people sold insurance before, 
and we don’t require other sales ex- 
perience.”’ 

In Collier’s two years ago Bill 
Davidson counted among Bankers’ 
agents 50 former lawyers, 108 teach- 
ers, 10 football coaches, 25 holders of 
Phi Beta Kappa keys, a YMCA di- 
rector, hotel manager and bellhop, a 
lay preacher, a building contractor, 
three night club bouncers and 12 
policemen. 

When a policeman, several years 
ago, was about to give MacArthur 
a ticket for overtime parking in down- 
town Chicago, MacArthur told him 
that such conscientiousness and _per- 
severance would pay out better selling 
insurance. “In six months,’”’ MacAr- 
thur recalls, “he became one of our 
leading volume producers in Chi 
cago.” 

The company gives applicants ‘no 
fancy tests. And we don’t prejudge 
anybody. We concentrate on selling 
them. When they’re sold they can 
sell.” 


Prospect Building 


As the company’s original one-man 
sales force, MacArthur speaks from 
experience. 

The “old way of selling insurance,” 
he says, “was ‘prospecting.’ A man 
had to make 20 or more calls before 
he found one person ready to buy. 
The policyholders had to pay these 
costs.”” MacArthur set out to create 
“20 interested prospects for 20 calls.” 

Other insurance companies still pay 
agents commissions for 10 years on 
each policy. But under his “prospect- 
manufacturing” system, MacArthur 
decided to pay a top commission for 
only one year and a renewal tied to 
new production as well as old. But, 
he shows, “the men’s total earnings 
are greater under this plan.” 

Even in the old days, when can- 
vassing was colder, MacArthur says 
that “if I couldn’t sell a man in 20 
minutes, I’d walk away. This idea of 
trying to butter up a prospect for 
months is a lot of nonsense. Either 
convince him or leave him alone— 
don’t beg. Sell him for what he’s got 
in his pocket — on an installment 
plan.” 

During the depression, when pock- 
ets were barer, he worked out the 
White Cross Plan to fit them. Since 
then he has seen Accident & Health 
protection extended—mainly through 
such group plans as the Blue Cross— 
to cover 100 million Americans. 

White Cross is not a group, or 
wholesale, plan. Bankers sells and 
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Some months ago a new resort operator asked Ted 
Hilton if he bought space in The New York Times. 


Mr. Hilton, who runs Ted Hilton’s resort at 
Moodus, Conn., replied that ‘we have used The 
Times right from our start, 30 years ago.” 


The new resort operator, who has to budget his 
spending carefully, wanted to know why Mr. 
Hilton advertises in The Times so consistently. 


“I told him, naturally, that the prime reason was 
the high dollar income produced at comparatively 
low dollar expense. This is due to the nation-wide 
and even world-wide circulation of The Times, and 


Good advice from an old operator to a new operator 


to its ability to reach potential buyers for any 
reliable product from a penny up.” 
Whatever you sell, if you’re an experienced opera- 


tor like Ted Hilton you know how accurate his 
estimation of The New York Times is. 


If you’re a new operator, you should be getting 
your share of the business that advertising in 
The New York Times develops. Get the full story. 
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serves five million individuals ‘and 
their families. About 15% of Bank- 
ers’ volume derives from referrals of 
satisfied policyholders. Eighty-five per 
cent come from ‘“strangers’’—from 
coupons. MacArthur likes the direct 
way of doing business with the people 
who respond to ads rather than 
spreading his agents through clubs, 
lodges, churches and social contacts to 
obtain business. 

Among insurance companies the 
biggest chunks of the premium dollar 
go, in order, for claims, sales costs, 
service costs and office overhead. 
Bankers works hard to reduce gen- 
eral overhead in order to leave more 
of the premium dollar for claims. 

MacArthur has had to improvise. 
He bought one outfit for the White 
Cross name. In fact he bought and 
merged several little companies, and 
impressively named the potpourri for 
one of them: Bankers Life and Cas- 
ualty. Then, he took the age of an- 
other of his controlled companies, Ho- 
telmen’s Mutual of Illinois, incorpo- 
rated in 1879, merged the two and 
now “Bankers Life” is 77 years old. 

The working and not fancy name 
Board includes six officers: John Mac- 
Arthur, chairman and president ; Paul 
D. Doolen (a lawyer), vice-chair- 
man; L. J. Lehane (an actuary), 
executive vice-president ; M. H. Wet- 
taw, v-p & treasurer; C. T. Litile, 
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v-p for investments; and C. T. Hy- 
land (maiden name of Mrs. John 
MacArthur), secretary. The two 
other directors are H. Clyde Reeves, 
an economist and educator no longer 
active as an officer, and Telfer Mac- 
Arthur, a brother who publishes sub- 
urban newspapers near Chicago. . . . 

What drives a man to make $100 
million ? 

Sometimes one has to 
body.” 

Necessity can drive too. 

John MacArthur is the youngest 
of four sons of a Presbyterian minister. 
The oldest, Alfred, now 71 and 12 
years his senior, is chairman of the 
board of Central Standard Life In- 
surance Co., Chicago. The family 
was very poor. The boys’ education 
was interrupted every time the father 
found a new flock—from Chicago to 
the East and back again. Both his 
father and Alfred, John recalls, were 
strict disciplinarians. 

The two middle sons are Publisher 
Telfer and Playwright Charles, hus- 
band of Helen Hayes. John himself, 
who looks more actor than ty- 
coon, has angeled some plays and 
Theatre Arts Magazine. 

At 16 John quit school in Spring- 
field, Mass., to sell insurance for Al- 
fred. This fraternal association was 


“ce 
show some- 


interrupted when John left to spend 
three years in World War I flying 
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with the Royal Canadian Air Force. 
When he came back Alfred was a 
big shot who bossed him even harder 
than ever. 

Today John admits that a little of 
his progress has been inspired by a 
desire to “show Alfred that he could 
do things.” And when you prod him 
he mentions that his own $100-plus 
millions make him several times bet- 
ter off. 

In 1929, with nine others, he 
bought Marquette Life Insurance Co. 
The depression washed out the others. 
Before her marriage to John, Cath- 
erine had been Alfred’s secretary. In 
their one-room office the newlyweds 
struggled 18 hours a day. Much of 
that time, of course, John was out 
trying to find prospects. The struggle 
was hard and Alfred urged him to 
sell Marquette and become a sales 
manager on a salary. 


The Crucial Sale 


Driving home to the outer suburbs 
that night, John saw a prosperous- 
looking dairy farm with the name 
Movitz on the mailbox. It was hardly 
a good time to barge in. Movitz was 
busy milking. MacArthur found an- 
other stool and outmilked Movitz. His 
host gave him a good dinner, and 
bought a $10,000 policy. 

Before John could afford a full- 
time actuary, Irish-Canadian Leo Le- 
hane would come over from his regu- 
lar job to help out in the evening. 
Today, Lehane may regret that his 
“conservatism” delayed him so long 
in casting his lot with the younger 
brother. Two decades ago he might 
have bought, cheap, a share in Bank- 
ers which today would be worth $25 
million. On the other hand, Lehane 
admits, “I might have held John back 
so much he would never have got 
anywhere.” 

When the business grew enough 
for MacArthur to hire men to help 
him sell, he faced the problem of 
transmitting to them not only knowl- 
edge but faith and courage. “I told 
them: ‘Everyone is a prospect for 
what we have to sell. Within blocks 
of here are hundreds of them.’ But 
they hated to call cold. They said 
they didn’t know where to start! In- 
stead of getting out at 9 a.m., they 
hung around the office. We'd pre- 
pared a lot of costly promotional ma- 
terial. But only one in tO of them 
would go out and use it. 

“Finally I hit on the idea of run- 
ning a newspaper ad to get the names 
of interested prospects. We hired a 
battery of telephone girls to follow 
up inquiries and make appointments 
for the salesmen. This was a radical 
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HE ANN ARBOR NEWS is the only newspaper 
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a market which leads all others in Michigan in 
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pushed the population of Ann Arbor, home of 
the famed University of Michigan, to 64,500* 
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$20,823,914. The News’ 24,289 audited daily 
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$8,616t for the city of Ann Arbor. The spending 


of these families set a new retail sales record of 
$100,000,000.00f for the city and $192,732,945t 
for the trading area in the past year. Astute 
advertisers showed their confidence in this 

market by using 12,203,016 lines of space in 
this newspaper in 1955. You can learn more 
details about this rich area by contacting a 
Booth man today. 


*Editor & Publisher—1956 Market Guide 
tSales Management— May 1955 
tEstimated from Mich. Sales Tax Collections—1955 
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departure in insurance selling! The 
men would go from here to Cottage 
Grove to see a definite prospect. . . 
Before long advertising was providing 
10 calls within a square mile. 

“Our business began to grow. The 
more it grew, the more we advertised 
—and the more it grew.” 

It sounds so simple. Many a busi- 
ness has been built on this formula. 
But in insurance, MacArthur thinks, 
the sales-development role of adver- 
tising still is not fully applied. 

He sees no limit to Bankers’ 
growth, and is sure that assets of the 
company in 10 years will reach $500 
million. He doesn’t intend to sell any 
stock. The company has no debt. Capi- 
tal is a modest $3.5 million. Surplus 
is $1714 million. But the real value is 
in the business on the books. 

“Today,” MacArthur says, “no 
stock company is big enough to gobble 
us! 

“T like control — single control. 
When I wanted to expand fast I 
didn’t have to think about stockhold- 
ers, worrying about dividends. No 
group is going to outvote me or fire 
me or tie my hands.” 

Yet he has learned that “we get a 
more balanced operation from com- 
mittees!” (He did not need to add 
that smooth operation is one thing 
and decision and dynamism some- 
thing else. ) 

When I asked him whether “A 
bum decision” might not wreck the 
company, MacArthur replied: ““Ten 
years ago it might. But today we’re 
so sound that it would count only in 
terms of the business that we didn’t 
get: No mistake could move a decimal 
point.” 

He was “sure, 20 years ago, that 
we'd build a company. I knew the 
weakness of the industry in selling 
and advertising. I knew that if we 
could create policies of value to a lot 


of people — and find ways to tell 
the people—we would grow. .. . I 
didn’t imagine then how big this thing 
would grow. But I learned that if 
we did a good job each day—if we 
licked each problem as it arose—to- 
morrow would take care of itself. 

“I knew my own weaknesses, too. 
A big one was lack of education. | 
didn’t get through high school. So I 
learned by osmosis, by associating 
with people who could teach me. You 
might call it brain-picking. .. . / After 
we started our own business I had 
to learn a lot more. Because for a 
few years we couldn’t afford to hire 
the help we needed, I’ve worked in 
all ‘departments.’ ”’ 

(Realization of his “own weak- 
nesses” may be largely responsible for 
the fact more than 25% of all 2,000 
home office employes are “handi- 
capped” —deaf or dumb or amputees, 
or afflicted with heart trouble, etc. 
But MacArthur also discovered that 
these people make able employes. ) 


Be Sold on Your Product 


Selling continues to be a major 
MacArthur interest. As to books on 
the subject: “The trouble with most 
of them is that they never get down to 
the salesman’s basic tool—his prod- 
uct. Whatever a man sells it must, to 
him, be tops. If he doesn’t think so, 
he should find another product.” 

He urges salesmen to “let the cus- 
tomer handle the product—no matter 
what you sell. Then tell him what it 
will do for him, in simple, direct, 
honest words.” 

I mentioned his interest in the 
theater: What affinity might there be 
between actors and salesmen? Mac- 
Arthur agrees that both “are people. 
Both depend on convincing people. 
But actors are a bit on the show-off 
side. They do a better job when 
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someone is watching. , . . A real sales- 
man is a pretty genuine fellow. 

New organization and new blood 
are strengthening the company at 
home and in the field. An executive 
committee of five, headed by Paul 
Doolen and including Lehane, Wet- 
taw, Hyland and Little—makes de- 
cisions while MacArthur is flying his 
Aero Commander or DC 3 or B 25 to 
far places in quest of “deals.” 

On the marketing side MacArthur 
runs things by remote control through 
Doolen and others. 

Lyman P. Wood, formerly a J. 
Walter Thompson advertising agency 
executive, is over-all market consul- 
tant and planner. Another Thompson 
graduate, Wallace Boren, is a side- 
line advertising advisor. Grant, 
Schwenck & Baker, Chicago, is Bank- 
ers’ agency. The lead control pro- 
gram is under the direction of Walter 
D. Spencer, market research director. 
Mechanics of the ad (lead) program 
are handled by Joseph L. Parkin, ad- 
vertising director, and his staff. 

Stanley E. Kelley, home office 
agency director, supervises national 
sales, sales promotion and training of 
field personnel. Six regional managers, 
30 branch managers and 150 district 
managers guide the entire field sales 
force. 

In my best insurance-selling man- 
ner, I asked MacArthur: “But what 
would happen to Bankers Life & Cas- 
ualty Co. . . . if something happened 
to you?” 

Despite his 59 years, and all the 
pace and pressures he has met. in 
them, he replied: “It’s too early to 
think about a successor.” Then he 
added: ‘‘Probably, he’ll be someone 
now in our organization—a young 
fellow, under 40. The present man- 
agement group are nearly my age. 
“Whatever else he is, he must be 
a mass-marketer.” The End 
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more than 400,000 readers daily turn to. the 
Greensboro News and Record. 
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selling influence in over half of North Carolinal 
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ENGINEERED FOR SELLING. Each FWD vehicle is de- 
signed for a specific job or a specific market. Sales sessions, 
such as this, frequently are held to develop new products, 
enter new markets. Discussing a diagram of the new FWD 
Blue Ox digger are (left to right) H. H. Sengstock, Sales 


Johnson, 


Four Wheel Drive Auto Company's 


Sales Jumped When It Took .. . 


Department, Western Division; V. M. Anderson, supervisor, 
Office sales; G. F. DeCoursin, vice-president, Sales; A. E. 
Sales ._Department, 
Schroeder, Sales Department, Southeastern Division. These 
men keep FWD pioneering in new market areas. 


Eastern Division; O. R. 


A Bull's-Eye Approach 
To Each Industrial Prospect 


Analyze the needs of a special mar- 
ket and meet them in a special way. 

That’s the “sales department engi- 
neering” principle on which Four 
Wheel Drive Auto Co., Clintonville, 
Wis., has operated to turn a net loss 
of $397,429 in fiscal 1953-54 into a 
net profit of $184,927 on net sales of 
$12,808,616 in fiscal 1954-55. Net 
profit for the first six months of fiscal 
1955-56 was $136,353. On Dec. 31, 
1955, the company had unfilled orders 
totaling $11,506,000, compared with 
$4,845,000 on the same date the year 
before. According to G. F. DeCour- 
sin, v-p, Sales, new orders received in 
the July-December period were 67% 
ahead of similar-period 1954. 

Says he: “FWD is in the specialty 
truck business. A heavy truck and 
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equipment manufacturer our size must 
concentrate on specialization to pros- 
per or even survive in a world of 
automotive and industrial giants. The 
smaller manufacturer must possess 
imagination and a flair for showman- 
ship. He must be obsessed with the 
idea of creating products not ‘just as 
good’ but offering more advantages 
to the user than anything else he 
can buy.” 

FWD’s special equipment ranges 
from snowplows, “log skidders” and 
four-wheel-drive truck tractors to fire 
apparatus. 


An interview with 


G. F. DeCOURSIN 
Vice-President, Sales 
Four Wheel Drive Auto Co. 


The FWD staff is made up of spe- 
cialists who can go to’a giant indus- 
try, research the need, and create a 
vehicle that will do the job. “Our 
salesmen must have an engineering 
background,” says DeCoursin, “so 
that they can look at a need and de- 
termine what kind of equipment will 
fill it.” 

Example: When FWD first built 
snowplows some 30 years ago, city 
officials of St. Paul came to the local 
FWD dealer with a big problem of 
snow removal. FWD made a com- 
plete survey of the city, submitted 
recommendations and sold four major 
pieces of equipment to the city. There 
are now 12 FWD’s in the St. Paul 
fleet. 

The Blue Ox, FWD’s rubber-tired 
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log skidder, is another example of 
sales department engineering. ‘The 
Market Development Department, 
looking for something new to sell, 
studied the log, pulp and paper indus- 
try. It found that the mills had mil- 
lions of dollars invested in machinery 
and genuine automation, but out in 
the forests used slow crawler-type 
tractors to drag logs with chains or 
cables. Some even used mules and 
horses to drag or “skid” the logs. 

DeCoursin cut out a picture of a 
pole-hole digger, superimposed it on 
the rear of a skidder, had a composite 
photograph made, then promoted it. 

“Many inquiries came in,” he re- 
calls, “but we had no such animal to 
sell. So now we are making and sell- 
ing it. If by these means we can 
stimulate demand among_ potential 
users, then we've got some place to 
go. 

Important step in Blue Ox market- 
ing was an educational program for 
the logger, for “rubber in the woods” 
was unheard of. Acceptance of the 
Blue Ox more than justified its man- 
ufacture, says DeCoursin. ‘Now 
we're taking a unit consisting of a 
truck, trailer and the Blue Ox through 
the southern lumber country, and 
we'll cover the Far West before long.” 

Another idea: “We also decided 
that we'd like to take a crack at over- 
the-highway stuff — moving right in 
by the back door of the big manufac- 
turers. As in the case of each new 
product developed, I had to be con- 
vinced that we had something plus to 
sell—something that would afford a 
better advantage to the user. Exten- 


FORTY YEARS AGO, this FWD mu- 
nitions carrier (one of 16,000 manu- 
factured) saw service in France. It 
recently toured the country with 
FWD’s Traveling Truck Show. 
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The FWD Story 


Four Wheel Drive Auto Co. was launched with $110,000 capital- 
ization July 10, 1910. Today FWD’s are in operation on every 
continent and in almost every country of the world. The nation’s 
pioneer maker of four- and six-wheel-drive heavy-duty trucks emerged 
after the invention of the first successful gasoline-powered four-wheel- 
drive car in a small Clintonville, Wis., machine shop. 


Following a brief period of manufacturing and selling passenger 
cars, the company swung to truck manufacturing under the direction 
of Walter A. Olen, who was president of FWD for 42 years until 
July 10, 1952. 


First great expansion of FWD came early in World War I when 
the firm supplied a military version of a standard model to allied 
military forces. After the war, FWD concentrated on specialized 
trucks for specific markets and developed the custom-built all-wheel- 
drive features for which it is well-known today. Recent years have 
seen development of FWD’s new patented four- and six-wheel-drive 
and power-proportioned center differential, and its entry into new 
markets, including over-the-road transport tractors. 


Guiding the company is Robert A. Olen who succeeded his father 
as president. FWD headquarters still are at Clintonville. There is 
a branch factory at Kitchener, Ont. Products from the two plants 
are utilized today in highway, oil, transport, fire protection, logging 
and related markets. 


G. F. (Joe) DeCoursin, vice-president, Sales, has been with the 
organization since 1936. After working in Purchasing and Produc- 
tion, he became assistant director of sales in 1949, field sales manager 
in 1950, director of FWD Sales Division in 1952, and two years ago 
assumed his present post. A native of Clintonville, he received his 
elementary and high school education at Pekin, IIl., and business and 
sales management education at the University of Wisconsin. 


TODAY Four Wheel Drive Auto Company’s line ranges from the huge and 
versatile experimental Teracruzer (center) to fire engines, utility line and road 
maintenance trucks and special-purpose vehicles which can advantageously use 
the four- or six-wheel drive principle. All trucks shown here visited towns 
throughout the nation, except the Teracruzer which did not travel east. 


sive tests by our engineers and inde- 
pendent studies by the University of 
Wisconsin and the National Safety 
Council showed: Correctly designed 
four-wheel-drive truck tractors have 
basic tractive and safety advantages 
over rear-drive tractors for pulling 
semi-trailers. 

“Our tests also showed FWD 
transport tractors could pull more 
legal payload. They had tire economy 
features. States limit the load on the 
rear axle but not on the front of the 
tractor. We found we could put added 
payload weight on the front, because 
the FWD front axle is powered just 
as the rear, yet we could still control 
the truck easily for safety factor.” 

Responsible officials of each state 
and the District of Columbia checked 
and approved the laws as compiled by 


FWD. 


Conferred With Truckers 


The new FWD units are now mar- 
keted in five midwestern states where 
FWD payload advantages are espe- 
cially good. DeCoursin says, “We 
sat down with truckers to see what 
we could do with these vehicles to help 
them make more money. Then we 
made what they wanted.” 

Current research is being carried 
out on the ready-mix concrete truck, 
which mixes concrete on the way to 
In some southern 


the pouring job. 
states FWD found that the terrain 
prevented ready-mix trucks from de- 


livering: their weight made them 
sink in deep sand or mud. The com- 
pany developed an_ all-wheel-drive 
ready-mix truck, lent it “to the field” 
for trial under difficult conditions, got 
reactions from users, and returned it 
to the factory for refining. 

The company conducts considerable 
research on Government projects but, 
DeCoursin says, “we develop equip- 
ment for the Government with an eye 
to marketing it later.” Example is 
the ‘““Teracruzer.” 

The Army required a personnel and 
cargo carrier which would travel in 
terrain or conditions unsuitable for 
tracked or crawler-type vehicles — 
sand, swampland, deep snow. “In five 
months we engineered and built the 
first one,” DeCoursin says, “and it 
.0oks so good for off-the-road trans- 
portation it might radically influence 
the transportation industry.” 

The carrier is 12 feet wide, 25 
feet long and 10 feet high, and glides 
over any type of terrain on eight big 
air pillows. It is the first vehicle 
manufactured expressly to utilize the 
new, low-pressure pneumatic tires, or 
“bags,” developed and produced by 


The Goodyear Tire & Rubber Co.. 
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“THE SMALLER MANUFACTURER must possess imagination and a flair for 
showmanship. He must be obsessed with the idea of building products not 
‘just as good’ but offering more advantages to the user than anything else he 
can buy.” That’s the philosophy of G. F. DeCoursin, who is shown standing in 
front of unique map. Figures represent district sales managers. 


Inc. It can travel up steep inclines 
and along difficult side slopes. It is 
entirely without springs: the soft, fat 
tire bags, known as Goodyear Rolli- 
gon tires, cushions the ride. 

There are eight of these bags, each 
31% feet in diameter, 5 feet long, and 
inflated with only three to 50 pounds 
of air pressure per square inch. The 
watermelon-like balloons swallow up 
surface irregularities instead of re- 
sisting them. The vehicle can carry 
10 tons. 

Newspaper and wire services, maga- 
zines, television, and movie newsreels 
spread the story of the Teracruzer 
throughout the world. FWD soon 
had inquiries from sugar plantation 
owners in Hawaii, from agricultural, 
manufacturing, mining, and oil-field 
people in the U.S. and far parts of 
the globe. 

“Out of these letters,” DeCoursin 
explains, “we'll sort the applications 
of the product, find the best possible 
uses for it. Then through engineer- 
ing we'll create the product to serve 
the needs. We always watch things 
from a commercial standpoint.” 

An unsuspected need spotted in the 
sugar cane industry prompted FWD 


to produce new automatic equipment 
for sugar-cane loading and hauling: 
a four-wheel-drive truck with patent- 
ed Campo System skid-mounted crib 
and loading mechanism which was 
developed after five years of testing. 
The truck is fitted with exclusive- 
design winch, cable and self-aligning 
rollers behind the cab. Steel skid- 
cribs are delivered empty to the cane 
field. There cutters stack the sugar 
cane on the skids at ground level. 

When loaded, a skid is pulled and 
raised onto the truck bed by means of 
the winch-operated cable and rollers, 
automatically locked in place; the 
sugar cane is transported quickly to 
mill or unloading station. The plus 
benefit ? 

The five years of testing, says De- 
Coursin, demonstrated that the FWD- 
Campo System trucks reduce the num- 
ber of drivers and loaders required 
and move more cane to the mill more 
rapidly, assuring greater sugar take 
from the cane. The ground-level 
loading process reduces the time cut- 
ters must spend lifting and stacking 
cane; no truck-driver time is lost in 
waiting for a load of cane. 

FWD is cultivating fire apparatus 
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markets vigorously. It has just com- 
pleted shipment of $14 million worth 
of aerial ladder fire trucks to the Chi- 
cago Fire Department, bringing to 
25 the number of FWD’s in the 
Windy City’s hook-and-ladder fleet. 
Chis followed an order FWD billed 
to the New York City Fire Depart- 
ment for 25, largest single order for 
that type of equipment ever placed 
with one company by a municipality. 

FWD is not concentrating on one 
type of truck—hook-and-ladder, pump 
or chemical — as most fire apparatus 
manufacturers do. FWD is in the 
market with fire-fighting equipment 
of all types. 

“We're putting more and more 
emphasis on the ‘suburban’ markets,” 
says DeCoursin. “But we're aiming 
for both the big city and small. And 
we're offering a truck Jease plan 
which is in effect right now. 

“We have developed a fire appara- 
tus marketing program new in the 
field. We use sound-slide presenta- 
tions in six areas throughout the U.S. 
Films go to the dealer who takes them 
into his territorial towns for a ‘hard 
sell.’ He also takes an FWD fire 
engine with him, lets prospects drive 
and pump it. 

“This program is backed by spe- 
cial advertisements and publicity in 
municipal magazines, and in dealer 
training sessions. Fire officials have a 
chance to try FWD equipment and 
see the fire-fighting advantages we're 
building into it.” 

DeCoursin believes that FWD’s 
problem is to “get this Cadillac of 
the truck industry before the right 
people. We've got to gain national 
acceptance with limited funds for pro- 
motion. We have the problem of sell- 
ing to volunteer fire departments that 
also have limited funds. Consequently, 
we instituted the lease plan, because 
suburban communities are springing 
up near big cities, and they are not 
yet sufficiently organized to get tax 
money to finance sewage disposal 
plants, city water and fire protection. 
Now for $225 a month they can buy 
a pumper, or other trucks.” 

Under the FWD plan, any type of 
pumper, aerial ladder truck, or tank 
truck may be leased for a five-year 
period. At the end of that time, the 
fire department may purchase the 
equipment outright by paying 5% of 
the original cost, continue to lease the 
equipment at 3% a year, or trade the 
equipment on new fire-fighting appa- 
ratus with a new lease arrangement. 
Many fire districts have turned to 
leasing their equipment to do away 
with bond referendums or legal debt 
limit increases. 


(continued on page 60) 
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ACME’S 


After one experience with a “‘do- 
nothing” catalog, the Acme Sash 
& Door Co., progressive Cincin- 
nati distributor, switched to 
Heinn loose-leaf. Results were 
almost instantaneous—sales up 
20% in 90 days! And the extra 
sales volume offset Acme’s entire 
costs of new catalogs in six 
months. 


Excerpt from Heinn's copyrighted 
“Tribute to a Salesman” 
A salesman’sinterestsareas broad 
as the lives of the people he con- 
tacts. Hisopinionsare strong, 
but he keeps them to him- 
self until he finds a 
chance to tell every 
fact with tact. 


The complete text 
is yours on 
request. 


The Heinn Company, Milwaukee 


OR COMPawy 
Vv nual 


Loose-Leaf 
Binders 


When you have loose-leaf cata- 
logs in Heinn binders equipped 
with easy-to-use indexing, all 
selling facts stay up to date and 
in sequence. Buyers quickly 
learn your line and follow your 
sales arguments — and respond 
with orders. Quotas that once 
seemed impossible become 
realities. 


Thousands of manu- 
facturers, wholesalers 
and service firms 

now depend on Heinn 
Loose-Leaf Binders for 
catalogs, price lists 
and manuals. A coupon 
like this started many 
of them toward 
improving their 
competitive 

positions. It can 

start you, too. 


@ AMERICAN EXPRESS 


American Express gets your travel 
winners there and back in ease and 
luxury. Flowers for the ladies . . . 
Bands to meet you .. . Lawn parties 
and receptions in tropic ports...A 
red carpet at every stop. 
You'll find—Uniformed Interpreters 
at border points to smooth the way... 
American Express Travelers’ Cheques 
for safety and convenience . . . Mail 
Service in important cities overseas 
. Experts who understand and 
antu iY travelers’ needs — experts 
who lift all responsibilities from the 
shoulders of your already burdened 
staff. 
Make sure your winners enjoy the 
greatest thrill of their lives with a 
Belnap & Thompson-American 


holiday that sparks all-out sales 
enthusiasm. 


—— travel occasion—the kind of 


Beluap & Thompion 


gH. 


adds POWER to an 


AMERICAN EXPRESS 


incentive campaign 


Put GO into your sales drive with TRAVEL... Use the excitement and glamor of 
Paris to make your top-producing salesmen put forth extra effort ...Watch your 
sales curve surge upward when you offer your dealers a flying fiesta to Mexico... 
Meet the challenge of competition with the promise of a gala holiday party in 
Nassau or Bermuda. 


Ask your nearest Belnap & Thompson incentive engineer to demonstrate how 
travel sparks and sustains extra sales enthusiasm —even on a limited budget. 


AND, be sure your incentive travel is fun-filled and worry-free—handled through 
Belnap & Thompson’s exclusive arrangement with American Express Travel Service, 
the world’s largest, most experienced travel organization. 


Send for the Belnap & Thompson—American Express 
Travel Incentive Kit. No obligation, of course. 


Phone, write or wire today: 


SALES MANAGERS ONLY #225" PER MONTH 
How Reliable are Marketing Surveys? LEASES THIS @ PUMPER 
. od 


* The basic ingredient of a survey is the field interviewing. 
* Unreliable interviewing can be hidden behind impressive charts 
and imposing tables. 


Your Surveys Can Be Reliable. 
* You can be-completely assured of highest quality interviewing in your surveys 
when done by Crossley, S-D Surveys recently combined field staffs. 


At your service are more than 1000 personally selected, thoroughly, uniformly 
and continually trained interviewers from coast to coast. 


The field work of your surveys will be under careful, direct supervision of 134 
specially trained and experienced headquarters, regional and local supervisors. 


Your interviewing will be done by hourly wage-earning employees working 
under an incentive compensation plan based on excellence of their work. 
(IMPORTANT: Legal requirements restrict supervision unless interviewers 
are bonafide payroll employees. ) 


You can be assured that every questionnaire is valid and complete. Airtight 
validation and editing is done by both local and headquarters supervisors. Gi 
Also, your risks are minimized because liability insurance carried covers injury | <.. : 
and damage claims caused by products on test or accidents by interviewers 
while working on your project. SMART SELLING is embodied in this 
leasing approach to budget-bound mu- 
nicipalities. Says the copy: “No need 


to go through the lengthy process of 

increasing legal debt limits .. . hold- 

- 7‘ ing a bond referendum vote ... or 

Affiliated with waiting for budget appropriations.” 

wWNVeYd STEWART, DOUGALL 

Inc & ASSOCIATES 

642 FIFTH AVENUE, NEW YORK 19,N.Y. 7 The FWD lease plan is available 
to states, counties, townships, and mu- 
nicipalities on highway maintenance 
equipment as well as on fire appara- 
tus. FWD highway trucks with dump 
bodies, underbody graders, snowplows 
of any type, spreaders, and all other 
equipment may be obtained on a five- 
year plan, with the same three options 
at the end of that period. Or the 
highway units may be leased on an 
accelerated three-year program at 
somewhat higher monthly costs. 

How does FWD look at the fire 
engine market? As “big business.” 
Its history in this market goes back 
to 1941, and it now has FWD fire 
equipment in almost all of the 48 
States. 

Says C. H. Welch, market man- 
ager, Fire Apparatus Division: “One 
might say that the fire-fighter of today 
is a part of a $2 billion ‘business,’ an 
industry that employs some 100,000 
full-time paid professionals, and close 
to one million volunteers; an industry 
that has branches in every city, town, 
village and most hamlets in the na- 
tion; that operates some 75,000 pieces 
of rolling stock; that has investments 
in real estate and other real property 
running into the hundreds of mil- 
lions of dollars. How many billion- 
dollar businesses are there in America? 
Not many. And certainly none deal- 
ing more closely, and vitally, with the 
nation’s very life blood and economic 
well being.” 


THE POUR WHEEL DEVE AUTO COMPAMT —CLaweriie Cremesie Comins Sune 8mm 


(continued on page 64) 


SALES MANAGEMENT 


It would take - 
The World's Largest — 


ELECTRONIC BRAIN 
only 1/2000 of 
_ &second to prove......, 


NEWSWEEK Is 


among all news and. 


WHAT $1000 BUYS TODAY 


1956 ABC 
GUARANTEED CIRCULATION 
CIRCULATION DECEMBER 1955 


1,000,000 1,070,736 — 


e: 275,000 272,414 


* oad & 
‘ FORTUNE 265,000 269,379 


NATION’S 


BUSINESS 750,000 766,581 


———— 


2,000,000 1,951,039 


U.S. NEWS AND 775,000 754,291 


WORLD REPORT 


NEWSWEEK. ..delivers more readers in 


per advertising dollar, than 
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| THE BEST BUY 


business magazines 


IN INFLUENTIAL READERSHIP 


$1000 BUYS THIS $1000 BUYS $1000 BUYS 
MANY READERS IN THIS MANY THIS MANY 
BUSINESS, INDUSTRY READERS IN READERS IN 
AND GOVERNMENT INDUSTRY MANUFACTURING 


172,634 


103,098 


Not 29,013 


Available 


141,942 44,421 pRewswecry 


159,094 51,472 


Business, Industry and Government, 
any other news or business magazine 
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FWD's Bull's-Eye Approach 
To Industrial Prospects 


(continued from page 60) 


Welch points out that records show 
an average of about 3,000 pieces of 
fire apparatus sold in the U.S. each 
year. Newspaper clipping services fur- 
nish FWD with clips which indicate 
that at least 100 pumpers are pur- 
chased each month. “The clipping 
service is not complete,” he explains, 
“but it does show that the fire ap- 
paratus market is large. We know that 
it totals approximately $40 million a 
year.” 

DeCoursin points up the fact that 
FWD’s factory capacity “turns out 
products worth $18 million to $20 
million a year, and our job is to sell 
this output. We look realistically at 
the market and determine where to 
sell. At least 20% must come from 
export; 25% from Government or- 
ders and 45% or more must be in 
the domestic market. We set up sales 
and promotion and pursuit of mar- 
kets to follow this pattern. We now 
sell 75% of all four-wheel-drive, 
heavy-duty trucks sold.” 

To do this, he states, FWD must 
“use all devices to keep our 67 dealers 


interested in FWD, for they sell a 
multiplicity of products. We must get 
them to spend time to se// a potential 
FWD customer. So we put on our 
traveling truck show.” 

The company spent almost two 
years in a complete redesign of 
its line of trucks before launching the 
road show. 

The show traveled coast to coast, 
made 64 stops in 38 states, covered 
12,751 miles in five and one-half 
months. The cross-country exhibition 
started last April 28 as a feature of 
the company’s 45th anniversary year 
and introduced four new heavy-duty 
trucks; along “for the ride” and for 
use in publicity was a World War I 
relic, a four-wheel-drive ammunition 
carrier. This veteran had been hon- 
ored in the Smithsonian Institution 
and England’s Imperial War Mu- 
seum. FWD manufactured 16,000 of 
these trucks for the Army Ordnance 
Division in 1917-18. 

A western tour of 6,751 miles be- 
gan in St. Paul, wound through sev- 
eral states and as far as California 


HOW TO ACHIEVE SALES SUCCESS... 


a case of good salesmanship 


America’s No. 1 Sales Case 
More companies, and more salesmen use TUFIDE than any 


other cases in the world . . . because only TUFIDE is 
UNCONDITIONALLY guaranteed 5 full years! 


TUFIDE looks like leather, feels like leather, 
yet outwears leather 5 to 1! See the 
complete selection of TUFIDE cases 

at your stationery, luggage 

or department store. 


“SIZZLE” WHEELER 
America's 
No. 1 Salesman 


Don't sell the steak 
—sell the sizzle 
Hidden in every- 
thing you sell are 
**sizzles,’’ the main 
reasons that moti- 
vate people to buy 


STEBCO, Dept. A-34 

1401 W. Jackson Bivd., Chicago 7, Ill. 

Please send free booklet on sales tips by Elmer 
Wheeler, and name of my local TUFIDE dealer. 


Name____ 


Company Name 


Address___ 


City & Zone 


and made 31 stops before returning 
to Clintonville in July. 

A 33-stop eastern excursion, start- 
ing in Chicago last September 15, 
covered 6,000 miles in three months in 
21 states. The caravan included the 
latest equipment for fighting fires, 
grading and maintaining roads, and 
constructing cross-country power lines. 

“To make the dealer feel it was 
his show, we gave him leeway to run 
the afternoon performance. In the 
morning we demonstrated the equip- 
ment to him and to his salesmen. It 
was strictly a consumer-dealer-sales 
project,’ says DeCoursin. 

“We invited bankers and financial 
people not so much to show them our 
products as to let them see the high- 
caliber dealers we have and, in turn, 
the high-caliber customers the dealers 
have. The objective was to make it 
easier for people to get money to buy 
our trucks.” 

Coordinated with the factory mod- 
ernization program was a change in 
selling methods. 

At one time the company had 80 
salesmen selling directly to users; at 
the same time it used dealers. “It was 
a very inefficient operation,” DeCour- 
sin observes. 

Now FWD’s 15 field men, or dis- 
trict sales managers, sell directly to 
dealers, and cover larger territories. 
They also train dealer salesmen. Sell- 
ing costs have been reduced. A greater 
responsibility to sell FWD products 
devolves on the dealer organization. 
“Soundness of the program is apparent 
in our increased sales, better business 
for dealers; profit at the factory.” 


Handling Government Orders 


The house accounts sales manager 
handles Government and municipality 
contacts. 

In addition to a stepped-up adver- 
tising program by The Brady Co., 
Inc., Appleton, Wis., and public re- 
lations program directed by the 
Lawrence H. Selz Organization, Inc., 
Chicago, FWD exhibits at appro- 
priate conventions: International Fire 
Chiefs ; International Oil Exposition, 
Tulsa, every four years; Rural Elec- 
trification Association, and 
specialty shows. 

Research before manufacture is pay- 
ing dividends, literally, for the first 
time in several years. The company 
announced late in February that there 
would be a quarterly dividend of 25 
cents per share of capital stock pay- 
able March 15, 1956, stating, ‘Im- 
proved company earnings have enabled 
us to place FWD stock on a regular 
quarterly basis at 25 cents a share.” 

The End 
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—for best sales results 

in the Detroit Market 

use the two greatest 

ABC recognized evening 

HOME DELIVERED circulations 
in the United States— 

—of. which ONE 

is The Detroit Times— 

8 out of 10 Home Delivered 


—daily and Sunday—in 
the Detroit Retail 


Trading Area— 
—you don’t need 
more—you can’t 


IN THE HEART OF 


* 
THE MICHIGAN MARKET 
do with less (Detroit Retail Trading Area) 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE, INC. 
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QUICK SERVICE is vital to profitable operations in hardware outlets 
as in super markets. Now another industry is capitalizing on a display. 


New Display Cuts Nuisance 
Out of Nuts & Bolts Sales 


Everyone buys nuts and bolts—but a few at a time and 
most of us stab in the dark when asking for size and kind. 


Here is how Lamson & Sessions reduces its dealers’ head- 


ache in rendering consumer service at a profit to everyone. 


In line with the program of the 
National Retail Hardware Associa- 
tion, Lamson & Sessions Co., Cleve- 
land, has developed a Bolt and Nut 
Serve Yourself Tray which for the 
first time simplifies purchase of bolts 
and nuts and is priced within reach 
of even the smallest hardware re- 
tailers. 

According to James G. Rayburn, 
Lamson gsm, “we have always con- 
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sidered it part of our job to supply our 
retail hardware dealers with merchan- 
dising tools. Such tools must fit into 
the natural pattern of sales for our 
hardware wholesalers as well. 

“Our present merchandising ap- 
proach is part of a long-range program 
that has been productive over the 
past 20 years. It is not a short-term 
campaign for immediate profit, but a 
program to help dealers and whole- 


salers increase sales, and thus increase 
our sales of bolts and nuts in the 
months and years ahead.” 

The new Serve Yourself Tray is 
designed to help overcome a major 
problem in hardware retailing—the 
disproportionate amount of time spent 
filling requests for nuts and bolts 
stocked in back rooms, basements and 
on top shelves. 

The new merchandising display 
unit is the result of an 18-month sur- 
vey of more than 1,000 hardware 
dealers in all sections of the country. 
Much of the research and testing of 
the tray was done at the NRHA mer- 
chandising laboratory in Indianapolis. 

It has been designed to solve the 
two common problems of wasted sell- 
ing time and slow turnover: 

It places a wide assortment of 
bolts and nuts before customers. They 
may pick out the desired items, or 
the approximate size and type. This 
makes for fast, accurate identification 
and order-filling. 

It helps the dealer to promote 
and sell, and turn over the main stock 
from the back room. 

Among facts uncovered during the 
field trips. which preceded introduc- 
tion of the new unit: 

Many -dealers pay their rent or a 
large part of their overhead with bolt- 
and-nut profits. 

Because nuts and bolts can be used 

s “traffic getters,” they-are considered 

valuable aids in follow-up sales of 
other products such as hose, appli- 
ances, paint, tools. 

Any means of merchandising basic 
nut and bolt assortments is welcomed 
by most retailers if a merchandising 
unit is inexpensive and takes up a 
minimum amount of display space. 

With these requirements in mind, 
Lamson and Sessions set out to design 
the Serve Yourself Tray. It was felt 
that the merchandiser should be pri- 
marily an “up front” display to ad- 
vertise and sell the rest of the re- 
tailer’s stock. 

Basic unit of the new display is a 
metal tray, small enough to fit any ap- 
propriate spot in a retail store. Engi- 
neered to meet the recommended speci- 
fications of NRHA display units, it 
measures 14” deep, 23” wide, and 
9” high to the top of its sign. 

The tray fits standard “islands,” 
“gondolas” and wall counters as rec- 
ommended by the association. Of all- 
steel construction with adjustable 
metal dividers, it is arranged in three 
tiers, with prominent product and 
price tag slots in front of each tier. 
Slots are designed so that tickets can 
be placed at the precise location of the 
corresponding stock. 

The trays can be arranged in match- 
ing groups from two to six or eight. 
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Advertising Linage is the Final Measure 
of a Newspaper's Sales Power 


low do 
recall 

— advertisers 
rank 


Philadelphia 
hewspapers? 


First in National Advertising 
First in Retail Advertising 
First in Classified Advertising 


First in TOTAL Advertising 


15, 


ay, Se 


TOTAL RETAIL ADVERTISING — 


INQUIRER | —_—_—‘'|_‘_ BULLETIN 
20,780,000 lines Ee ee sd 18,376,000 lines 


In 1955 The Inquirer published the largest volume of retail 
advertising ever carried by any newspaper in the history of 
Philadelphia— 20,780,000 lines ...a leadership of 2,400,000 
lines over the second newspaper. 


1955 marked the 17th consecutive year that retail advertisers 
have made the Inquirer their first choice for sales in Delaware 
Valley, U.S.A. 


Che Philadelphia Pnquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 


looking for a big, rich market? 


Annual retail sales in Flint 


and the Saginaw Valley top 


ONE BILLION DOLLARS! 


MICHIGAN'S 2nd RICHEST MARKET! 


The stars shine on WNEM-TV. 
billion Smart advertisers know the po- 
dollar tc tential of Michigan's second rich- 
est market .. . and the influence 
of its most important station, 


over a 


market 


Here, in the Flint-Saginaw market, average city- 
family income is $6,092.75. And retail sales are 
more than one billion dollars. That's a lot of 
spending... 
@ $298,940,000 for food 
$243,634,000 for automobiles and accessories 
$51,806,000 for home furnishings 
$36,387,000 for drug products 
These big-talking dollars listen to WNEM-TV. 
86.9% of the market homes are television homes— 
tuned to WNEM-TV for the best local and network 
picture. For WNEM-TV is the only station completely 
covering the 274,067-set Flint-Saginaw market. 
ARB and PULSE say WNEM-TV is the BIG “‘first’’. 


See Headley-Reed or Michigan Spot Sales. 


WNEM-TV 


A GERITY STATION 
serving Flint, Saginaw, Bay City, Midland 


your direct channel to Michigan’s Golden Valley 


They are designed to blend with ad- 
jacent displays, do not bear advertis- 
ing material or show prominently the 
name of the manufacturer. For group- 
ing of trays a special four-tray floor 
stand is available. 

The merchandising unit can ac- 
commodate as many as 33 different 
items and permit an ample selection 
of each. Another valuable feature is 
the built-in gauges to measure both 
the diameter and length of a cus- 
tomer’s sample, assuring correct and 
fast replacement. 

The display may be purchased with 
or without stock. The company even 
furnishes specification for setting up 
glass compartments. 


How Stock Chosen 


If the tray is ordered with stock, 
a dealer may choose from five basic 
assortments. For example, there is an 
assortment of cut thread carriage bolts 
with 17 different items. One cut 
thread machine bolt assortment con- 
tains 14 sizes, another 16; a hexagon 
cap screw and finished hex nut assort- 
ment contains 24 different items. A 
round and flat head stove bolt assort- 
ment is available with 20 different 
items. 

A retailer may select his own as- 
sortment to suit his individual needs. 
Lamson & Sessions notes, however, 
that the basic assortments have been 
made up according to company sales 
records of items which are the best 
sellers on a national basis. 

A tray, empty, is $8.95 ; when filled, 
the tray itself costs considerably less. 

The display is shipped with an 
envelope containing price tickets 
covering suggested prices for 91 dif- 
ferent items. Included is a folder 
which gives retailers suggestions for 
using the trays individually or in sets. 

Assortments can be made up from 
the standard Lamson & Sessions bolt 
line of 91 different products which 
represents 70% to 85% of an average 
store’s sales of such items. 

For sales appeal the company plates 
all nuts and bolts. As a further con- 
venience all nuts are fastened on their 
corresponding bolts at the factory. 
Where reorders are involved, items 
are packaged in small quantities, as 
few as 10 to 15 per carton depending 
on their basic size, to permit the re- 
tailer to get faster turnover. 

Over-all, the tray provides for the 
first time a practical way for a re- 
tailer to design his own bolt depart- 
ment according to his available space 
and the needs of his customers. For 
example, a dealer now can take into 
consideration the specific needs of 
farmers vs. city users, buyers in large 
cities vs. small communities. The End 
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All postmarks are actual reproductions. Post offices mentioned in the text really exist. 
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There's plenty of Long Green (Md.) in America’s 
true small towns. Penny (Ky.) and Nickell (Ky.) 
are only the beginning. There are thousands more. 

Your true small town combines a population of 
2500 or less with a location beyond the orbit of 
any major city. It’s an uncomplicated place where 
traffic-light salesmen find slim pickings. 

But not advertisers. For here is America’s least 
exploited market—simply because most magazines, 
and even most TV stations, don’t reach it. Actually, 
there’s one publication—just one—that scores a 
bull’s-eye in it. That publication is Grit. A thun- 
derous 58.58% of Grit’s 800,000-plus circulation is 
delivered in small towns—a greater proportion by 
far than that of any other national magazine. 

here's nothing else like Grit. It reflects small- 
town attitudes and interests with the fidelity of a 


a 
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About money, and 


' small towns, and 


advertising in Grit 
4 


150-line-screen engraving. It reports and interprets 
news, covers household and workshop activities, 
entertains, inspires. It’s as optimistic and whole- 
some as the people who read it. 

These people buy Grit-advertised products. 
Twenty reader surveys—one each year—have dem- 
onstrated beyond doubt that advertising in Grit 
increases small-town preference for any consumer 
product. 

Cost? You can buy a consistent, dominant cam- 
paign for about $1 per year for each of Grit’s 16,000 
towns. That's an expenditure plenty Tiny (Va.) for 
a return that can be Mammoth (Ariz., Mo., Pa 


Utah, W.Va.). 


“9 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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Premarin blister-package by Plastic Artisans, Inc., White Plains, N. Y. 


Skil-Craft Handy Andy package by Arrem Plastics, Inc., Chicago 12, Ill. 
Celanese Corporation of America, Plastics Division, Dept. 173-D 
290 Ferry Street, Newark 5, N. J. 


Send me vacuum and pressure forming information. 


| am interested in packaging__ _(type of product). 
g 


| am interested in formed displays. [] | am interested in forming machinery. 
NAME 
TITLE 
COMPANY NAME____ 


ADDRESS. 


Vacuum—Hormed... Lressuxe Formed 


Celanese’ Acetate Sheeting 
fits your product for selling 


ee. 
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ss =— One of the hottest merchandising ideas today 
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is vacuum forming with acetate sheeting. Ex- 
truded Celanese acetate sheeting is transparent, 
tough and rigid. These properties plus its unique 
adaptability to deep draws make it ideal for 
production of formed displays, contour, blister 


and skin-formed packaging. 


Formed acetate offers these advantages: 


@ Protects merchandise 
@ Gives high product visibility 


. @ Eliminates loss in packaging 
multi-part products 


@ Economical 


®@ Adaptable to long or short runs 


Sparkling, transparent packaging of formed 
Celanese acetate displays products to their best 
advantage .. . helps create that all-important 


buying urge at point-of-purchase. 


Dealer displays for = Can your product benefit from this sure-fire 
General Electric by i 


Duraplastics Inc., packaging method? Get the facts about vacuum 
Bridgeport 10, Conn. 


Kactete seatelbaed toy forming from the Celanese Product Develop- 


Coating Products, Inc., 


ment Department before deciding. They can 
Englewood, N. J. 


bring you up to date on the latest developments 
. +. Give you cost estimates . . . put you in touch 


with the fabricators. Just mail coupon below. 


Celanese Corporation of America, Plastics Divi- 
sion, Newark 5, N. J., Canadian affiliate, Cana- 
re lastics dian Chemical Co., Limited, Montreal, Toronto 


and Vancouver. 


*Reg. U.S. Pat. Off 


For easier selling — 
better training — 
greater meetings 


Replaces blackboard. Uses large, modern paper 
pads. This versatile all aluminum easel is also 
equipped for large cardboard charts or turn- 
over charts. Strong yet light in weight. Folds 
in a jiffy for easy portability or storage. 
Thousands in use by big business—everywhere. 
Other models available. 


Write for free 16-page illustrated catalog. 


ORAVISUAL COMPANY, INC. 


Factory—Box 609, Sta. A St. Petersburg, Fla. 


FINGER TIP FACT FINDERS 
with BURKHARDT INDEXES 


Look at your sales catalog from your 
customer's standpoint. Is it well organ- 
ized, easy to buy from? If not, then 
here’s the answer to your problem... 
low-cost Burkhardt Plastic Indexes! 
They give you instant, efficient finger 
tip reference . . . they’re neat, attrac- 
tive, durable . . . and they’re available 
in any size, in many colors. Call or 
write Burkhardt regarding your index- 
ing requirements today! 


THE 
COMPANY 
545 West Larned © Detroit 26, Michigan 
Binders to American Business Since 1911 
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THE HUMAN SIDE by narry wooowarp 


“Ope 
It's in the Book..." 


Not the least of the 20th century’s 
inventions for making life easier for 
the international businessman is this 
one—the first International Tele- 
phone Directory, containing advertis- 
ing and listing commercial firms and 
some Government sources. 

Originally slated for January pub- 
lication, the directory will be on the 
desks of subscribers late this spring. 
Reason: Everyone wants to get in the 
act, or book. As a consequence, the 
directory will carry more than 400,- 
000 individual listings, categorized un- 
der 700 different products and servy- 
ices. Want some first-rate hemp? Try 
“Manilla: Hemp Producers.” Just 
can’t lay your hands on that smoky 
Darjeeling tea you once drank in 
Ceylon? Simple. Look it up under 
Tea Merchants. 

This directory, according to Louis 
Zara, president of International Com- 
munications Corp., 10 East 49th St., 
New York, “should prove a boon to 
businessmen everywhere. The present 
easing of world tensions and recent 
strides in international communica- 
tions are opening new business hori- 
zons.” 


If You Make Haste 


You, too, can be listed in this new 
directory—if you make haste. Pre- 
publication subscription price is $20; 
after publication the price goes up 
$5. To list your firm name, address 
and telephone number under your 
product or service heading will set 
you back $35. Identical listing in bold- 
face type will cost you an additional 
$15. 

There are 96 countries represented 
in this International Telephone Di- 
rectory, including, of all places, the 
ussr. Even Russia appears to have 
some goods and services with which it 
would like to do commerce. ( “Note,” 
reads a note on the directory’s adver- 
tising piece, “80 million telephones 
are in daily use throughout the 
world.” With an International Tele- 
phone Directory in your hands you 
can help keep the circuits busy.) _ 

Actually, says Zara, it was the in- 
terest in the directory by many coun- 
tries behind the Iron Curtain which 
held up publication. The publishers 
nearly went mad making changes in 
type setting and general preparations 


‘not good old American 


rator, Get Me Istanbul: 


as news of the directory spread and 
companies all over the world asked to 
be included. And for the first time in 
any international business directory 
listings for China will be represented. 
Of course the listings for China, as in 
the cases of all other totalitarian coun- 
tries, are confined to the state-owned 
import and export corporations. Po- 
land, Czechoslovakia, Hungary and 
Russia will also be in the book, with 
advertising space devoted chiefly to 
the export of heavy goods. 


"Cold War" Economics 


Zara feels it is significant that such 
advertisements in an international di- 
rectory are extensions of the “cold 
war” into the economic sphere. He 
believes that American business on the 
international scene will have stiffer 
competition than it has ever known 
before. “Frankly,” adds Zara, “In- 
ternational Telephone Directory pro- 
vides a ready-reference panorama of 
who makes what and where to find 
sources around the world.” 

The directory will be published in 
France and will have indexes printed 
in four languages—English, French, 
German and Spanish. Because of its 
size—and to make handling easier— 
the directory will be in two volumes. 

Although it is designed as a tele- 
phone directory, the publication goes 
beyond the scope of ordinary classified 
compilations. It gives complete mail- 
ing and cable addresses, information 
of time differences, currency ex- 
changes, postal rates, instructions for 
making overseas calls and other data. 

Strangely enough, this time it was 
ingenuity 
which was responsible for this direc- 
tory. It was developed chiefly at the 
request of European and Asian busi- 
nessmen who needed a directory that 
would serve to advertise their prod- 
ucts and services in other countries. 
It was to meet the demand of these 
European and Asian advertisers for a 
comprehensive coverage of the U.S.— 
the world’s greatest market—that the 
American section of the directory has 
been opened. 

“And now, Miss Smith, look up 
the Llama Export Corporation, Ltd., 
in Ehasa, Tibet and place a call to 


their Mr. Kahn... .” 
The End 
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Oklahoma City is one 


of the fastest-growing 
markets in the U.S. 


Oklahoma City was born “on the run” in 1889— and hasn’t 


stopped running, growing, spreading for one moment during its 
brief 67-year history. On the basis of its recent and current 
performance, planning experts calculate it will double its present 
size by 1975; only four other cities in the U.S. may grow faster. 

Are your sales in this market keeping pace? Does your 
advertising appropriation match the opportunities in this mar- 
ket? Are you advertising enough . . . in the right mediums? 
There’s one, old reliable way to get into Oklahoma homes; use 


these newspapers to gain admission. 


| OKLAHOMA CITY TIMES “= 


—as $8 Million CAA Center” 


Two Tickets 
to 


Oklahoma! % 


Represented by The Katz Agency, Inc. 
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MORE PEOPLE 


Planning specialists say Oklahoma 
City is one of the five fastest-growing 
cities in the nation and will double its 
population in the next 20 years, Pop- 
ulation of the Greater Oklahoma City 
area was 417,000 in 1950, is 503,000 
today, and will be at least 600,000 
by 1960. 


MORE BUILDING 


Because of its rapid growth, Okla- 
homa City today is the scene of a 
gigantic $100 millions program of 
major building construction, public 
and private. 

The tremendous expansion encom- 
passes every phase of building — 
multi-story office buildings, hospitals, 
schools, industries, federal works, 
churches and recreation facilities. 

Building in 1955 hit a record pace, 
exceeding the 1954 total by 40 percent. 
The state recorded $434 millions in 
contracts. Forty-one millions were in- 
vested in new individual homes in 
Oklahoma City alone. . 


MORE SALES 


More people and more payrolls 
mean more sales. Oklahoma City led 
the nation in 1954 department store 
sales gains, then came back in 1955 to 
top that record by 12 percent to rank 
third in the nation. 

Retail sales in Oklahoma City 
gained 45 percent, 1954 over 1948, 
according to the Census Bureau, the 
nation as a whole gained 32 percent. 
Food store sales were up 66 percent 
in Oklahoma City compared with 35 
per cent in the U.S, 


The Oklahoma Publishing Company 
The Farmer-Stockman 

WKY, WKY-TV, Oklahoma City 
WSFA-TV, Montgomery, Ala. 


SAN DIEGO 
BIGGER 


IN AIRCRAFT INDUSTRY 


1955 ANNUAL PAYROLL 
$170,000,000 


CURRENT EMPLOYEES - 38,200 


CURRENT BACKLOG 
$1,570,000,000 


San Diego’s booming aircraft industry is another 
reason why this billion dollar market belongs 
on every “‘A’”’ Advertising Schedule. San Diego 
is reached best at lowest cost per sale by the 
complete coverage of the San Diego Union 
and Evening Tribune. 


San Diego Union 


AND 


EVENING TRIBUNE 


a 
THE MOST ed 
IMPORTANT CORNER 
IN THE U.S.A. 


SAN DIEGO, CALIFORNIA 
a 


COPLEY NEWSPAPERS 15 “Hometown” Newspapers 
Covering Springfield, Illinois — Northern Illinois — Greater Los Angeles 
— and San Diego, California... All the local news plus the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


YOUR REPRINT 
LIBRARY 


A mail-order source for infor- 
mative SALES MANAGEMENT 
articles selected to help you 
plan and perform your job. 


TO ORDER write Readers’ Service 
Bureau, SALES MANAGEMENT, 386 
Fourth Ave., New York 16, N. Y., en- 
closing reprint number, quantity de- 
sired and remittance. 


REPRINTS 

How Do You Measure Up? (A series of 
quizzes for self-analysis prepared by 
Research Institute of America, Inc.) 
Reprint No. 319 Price 10c 


Leadership: The Priceless Ingredient 
in Corporate Vitality, by H. W. Pren- 
tis, Jr. 

Reprint No. 318 Price 50c 
Be Factual ... Be Purposeful... Be 
Organized ... If You Want to Sell 
the P. A., by Garlan Morse. 


Reprint No. 317 Price 10c 
New Sales Chief’s First Job: Learn 
to Manage Yourself, by Earle M. Rich- 
ardson. 

Reprint No. 316 Price 5c 


The Bang-Up Sales Bulletin: Your 
Best Buy in Management Tools 
Reprint No. 315 Price 10c 


Your Salesmen Live in One of Six 
Worlds, by William L. McCaskill. 
Reprint No. 314 Price 10c 


How to Find, Classify, Contact Your 
True Market Potential, by Nathaniel 
R. Kidder and Francis E. Hummel. 

Reprint No. 313 Price 10c 


How to Help Your Husband Be More 
Successful, by Jack Wichert 
Reprint No. 312 Price 10c 
Are Salesmen’s Gripes Justified in 
Their Relations with Buyers? by G. J. 
Ticoulat. 

Reprint No. 311 Price 10c 
How the Professional Salesman Makes 
His Approach, by J. N. Bauman. 

Reprint No. 310 Price 10c 


How to Sell Salesmen on Making Cal! 
Reports, by William C. Dorr. 
Reprint No. 309 Price 5c 


Salesmen Who Sell to U. S. Steel 
Meet the Test of “Thoroughness,” by 
Ralph C. Moffitt. 
Reprint No. 308 Price 10c 
What Are the Most Popular Test 
Cities? 

Reprint No. 307 Price 25c 
A Time Saver List of Sources for 
Maps for Sales Executives 
Reprint No. 306 Price 50c 


SALES MANAGEMENT 


Stranded 


in Suburbia... 


When suburban fathers go off to work— 
as suburban fathers must—their absence 


is felt in more ways than one 


When the male population leaves Suburbia 
each workday morning—millions of housewives are 
left virtually prisoners in their own homes. 

For, while many harried wives drive Dad to the 
station, 11 million others stand and watch Dad go, 
taking with him their link with the outside world 
—the family car. 

In millions of other homes, however, Mother is 
not cut off from civilization when Dad departs. For 
the family has a second car in the garage. 

How did it get there? 

How did millions of American families get the 

idea they could afford a second car? 

It didn’t just occur to them. Few American 

families automatically think of themselves as 

two-car families. The notion had to be planted. 

And there was nothing haphazard about the way 

the planting was done. 
Ford anticipated a growing need in the postwar 
migration to the suburbs. By taking advantage of 
this need, Ford hastened the development of the 
“two-car family.” 

The result? Well over a quarter-of-a-million 
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In that left-behind feeling, Ford finds 
a billion-dollar opportunity 


families are ““Two-Ford Families.’”’ More than a 
million other two-car families include a Ford. 


A vast new market has been opened for the 
future—well ahead of its time. 


The expanding needs of “Suburbia” extend to 
virtually every product. Indeed, people everywhere 
have gained the ability to live better. Creative 
marketing can cut down the time it would normally 
take these people to raise their living standards to 
the level they can now afford. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washing- 
ton, D. C., Miami, Montreal, Toronto, Mexico City, Buenos Aires, 
Montevideo, Sao Paulo, Rio de Janeiro, Santiago (Chile), London, 
Paris, Antwerp, Frankfurt, Milan, Johannesburg, Cape Town, 
Bombay, Calcutta, New Delhi, Sydney, Melbourne, Tokyo, Manila 
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Richard Willis 
John Peter 
Phil Alampi 

Bert Bacharach 


Ben Grauer 


Kenneth Banghart 


WEEKDAY, NBC Radio’s daytime program service which 
is attracting millions of housewives, now offers the new- 
est selling attraction of all. Now wEEekpay presents the 
largest galaxy of famous personalities in daytime radio, 


every one a well-known authority ...starring as salesmen! 


These stars—popular co-hosts Virginia Graham and 


Mike Wallace, Mary Margaret McBride, Helen Hayes, 


Dr. Frances Horwich and all the others—will work 
hand-in-hand with you, telling millions of housewives 
about your product, recommending it personally, selling 


it across the nation. 


Your product can be associated with the biggest stars, 
the newest, most merchandisable programming service 


in all of daytime radio and at a low-low cost that will 
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y Margaret McBride 


Meredith Willson 


specials every day?! 


Consider WEEKDAY’s star personality-salesmen, its low- 


amaze you. Special tie-ins tailor-made for mass met 


chandising are also available on WEEKDAY. 


Because WEEKDAY plays a personal role in focusing 
women’s minds on food store and drugstore shopping, 
it’s currently selling for many major national advertisers 

. General Foods, Standard Brands, Sterling Drugs, 


Miles Laboratories, among others. Join these leaders. 
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low cost and total flexibility which permits you to buy a 
single announcement or an entire campaign. Then talk 


to your NBC Radio Network Representative. 


exciting things are happening on the 


juradio network 


a service of a) 


FOUR GIRLS ON A HORSE. Each model rep- 
resents a West Coast lumber grade, and their 
names — Construction, Standard, Utility and 
Economy — have now replaced Nos. 1, 2, 3 and 
4 on half the nation’s softwcod lumber. The 
girls were featured throughout campaign in 
counter displays, mailing brochures, advertise- 


ments and publicity releases. 


Four Gals Assigned the Knotty Job 
Of Reeducating Nation's Lumber Users 


When the West Coast Lumbermen's Association decided 
to give sales appeal to its numbered grades of softwood, 
it named all four, then started a huge publicity, advertising 


(and cheesecake) 


campaign to educate carpenters, 


builders, retailers and you to the benefits of the change. 


BY LAMAR NEWKIRK 


One of the biggest short-term sell- 
ing jobs in the history of any industry 
has just been completed, and success- 
fully, by West Coast lumbermen who 
supply half the nation’s softwood. 

Included in the campaign was one 
of the biggest bursts of wordage ever 
concocted in such a short time out- 
side a national political campaign— 
conservatively estimated at 1,000,000 
original words aimed at America’s 
eyes and ears. 

It upset almost completely the buy- 
ing habits of most of the millions 
who buy—and sell—lumber. It was 
planned that way. 

All the wordage during January 
and February in newspapers, building 
and news magazines, on radio and 
TV and even at conventions was 
centered around a mere four words— 
construction, standard, utility and 
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economy, the new names for the old 
Nos. 1, 2, 3 and 4 grades of West 
Coast lumber from British Columbia 
through Oregon and Washington 
into Northern California’s sawmilling 
centers. 

It was an advertising and merchan- 
dising campaign, though fundamen- 
tally a gigantic effort to change al- 
most overnight (by March 15) a 
long-established tradition in lumber 
grading and buying. 

Almost immediately it won the 
success label. The education job had 
to reach 250,000 lumber production 
workers, 3,000,000 carpenters, 32,000 
retailers and wholesalers, and the 
millions who buy and use lumber for 
everything from homes to do-it-your- 
self kitchen knife racks, 

Behind the idea of “selling” the 
new grades was a basic bit of mer- 


chandising vital to the lumber indus- 
try and its scattered mills numbering 
in four figures in the West Coast 
region alone. 

With better utilization of the tree 
imperative to stretch the log supply 
now being grown by the industry, and 
with a consequent larger amount of 
lower grades than when the industry 
took only the filet mignon from the 
log, there was a growing amount of 
Nos. 3 and 4 grades. 

And what was the result? 

The builder of a new home, natu- 
rally a “No. 1 grade” home, some- 
times was insulted when a lumber 
dealer tried to sell him No. 3 lumber 
—despite the fact that No. 3, or any 
other grade, is selected to meet the 
engineering and even the appearance 
required for specific jobs. 

And demanding No. 1 dimension 
lumber for a job for which No. 3 or 
No. 4 is equally well fitted is not 
dissimilar to demanding chrome- 
plated soil pipe to bury six feet under 
when cast-iron would do the same 
job and perhaps better. 

Hence, after three years of scien- 
tific research into strains, stresses and 
ideas (incidentally, a few minor 
changes resulted in specifications), 
the idea for naming lumber grades 
for their use rather than by number 
was born. 

To the West Coast Lumbermen’s 
Association, with headquarters in 
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movies, 


Bell & Howell’s new Filmosound 302 magnetic recording projector. This is how Pan American adds Spanish sound to 
g g ) 


How Pan Am uses famous Filmosound 
to reach IZ000 employees in 79 countries 


To develop smooth-running teamwork among 
17,000 employees throughout the world, Pan 
American World Airways uses sound movies. 
Pan American has in operation over 100 Bell & Howell pro- 
jectors. “Even in constant use, rugged Filmosounds give us ail : 
top performance with minimum maintenance,” says Frank 08 ARE EY, Aens 
Howe, System Superintendent of Sales and Service Training. 
Bell & Howell’s Filmosound 302 magnetic recording pro- 
jector is today’s most useful audio-visual tool for teaching 
and communication in business, school and church. New 
features include sound-insulated doors, 8-inch speaker, posi- 
tive tilt control, gentler film handling. It’s so easy to add 
sound to your own movies. Just record directly on film as 
picture is shown. Projects any 16mm film, sound or silent. 
Ask your Bell & Howell dealer to demonstrate the new 
Filmosound 302 or write for free brochure. Bell & Howell, 


Dept. T-2, 7190 McCormick noaa, Chicago 45, Illinois. 
Pan American’s own sound movies train new employees in 
every phase of airline operation. The Pan American News- 


FINER PRODUCTS THROUGH a. $2 « eae om - ~ 

" pe O reel, quarterly company “magazine” on film, dramatically 
IMA G INATION reports personalized news throughout the far-flung system. 
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pull SALES! 


Mama-bird always manages 
to get her worm—but are 
YOU pulling your share of 
the business in YOUR 
MARKETS? 


If not, could the answer be a 
lack of sales-getting 
DISPLAYS? 


We can help you! Our displays 
really MERCHANDISE your 
product. We have the idea- 
experts and construction 
know-how to do the job from 
start to finish . . 


a 


e research and 
sales analysis 

e design 

e fabrication 

e shipment 

e market testing 


Centrally situated, we expedite 
shipping to every section 
of the country. 


LEARN HOW YOU, TOO CAN 
PULL MORE SALES! 


Write today for 
informative literature 
that shows the way! 


* 
display 
sales 


1637 GEST STREET 
CINCINNATI 4, OHIO 


Portland, Ore., was given the huge 
job of “putting the idea across.” 

It didn’t have to sell the work of 
the West Coast and Pacific lumber 
inspection bureaus, which spend $3 
million annually in self-policing the 
industry’s grading. 

But it did have to reeducate grad- 
ers, carpenters, home builders, archi- 
tects and the general public before 
the March 15, 1956, effective date. 
By mid-February the job already had 
been labeled a success. 

Just how much it actually cost, in 
huge amounts of space donated by 
newspapers and magazines as news 
(also TV and radio to a smaller 
extent) plus the association’s own 
nation-wide advertising campaign, 
won't be tallied finally for another 
six months when all the returns are in. 

Briefly, here’s what emanated from 
the WCLA office in that short cam- 
paign period: 

Photographs (another part of the 
story's success), news releases and 
background material went directly to 
250 newspapers in the producing area 
of Oregon, Washington, California 
and British Columbia. 

The nation’s other newspapers were 
serviced through cooperation of Asso- 
ciated Press, United Press, Interna- 
tional News Service and their wire 
and mail photo services. 

The same material went to 280 
lumber journals, news weeklies, and 
construction, engineering, architec- 
tural, woodworking and popular sci- 
ence magazines plus dozens of house 
publications. 


Widely Publicized 


Free-lance writers serving the na- 
tional market received the material in 
various forms to fit their needs. 

Special convention displays, with 
giveaway literature and _ novelties 
have appeared or will appear in 25 
national retail conventions for wood- 
using businesses. 

Advertising is running during 
January, February, March and April 
in 35 leading magazines including the 
big business journals. 

Literature in full color, plus re- 
minders and even counter displays, 
went out by the truckload. 

There were 100,000 counter dis- 
play ‘“‘boxes” to retail yards, whole- 
salers and lumber commission houses ; 
100,000 grade guides to the same 
group; 100,000 reminders of the 
change for manufacturers and whole- 
salers to distribute to employes; 
100,000 formal notices (making 
everything official) from H. V. 
Simpson, executive vice-president of 
WCLA; another 50,000 814” x 11” 


cards to be posted in mills, retail 


yards and shops as reminders of the 
change; 32,000 of the industry’s an- 
nual “Where to Buy” booklet, listing 
all mills, their specialities, capacity, 
etc., carried a four-color reminder on 
the cover. 

That adds up to nearly a half 
million separate pieces of literature 
mailed. 

Would this blockbuster of words 
and pictures be used by all the 
sources at which it was aimed? That 
was the big worry in planning the 
campaign. Most of it was. Why? 

Lumbermen, only now beginning 
to realize the value of modern mer- 
chandising and _ public _ relations, 
knew a sober announcement that 
“On March 15 we are changing our 
grades’ would fill enough waste- 
baskets to end the newsprint shortage 
overnight. What to do? 

Somewhat in fear and trembling, 
the public relations office of rather 
staid WCLA came up with the old, 
but neglected-in-lumber idea of using 
pulchritude. 


Were Girls Taboo? 


Would scantily-clad girls, illustrat- 
ing the new grades by brief costumes 
and adequate figures, ruin the indus- 
try’s reputation? Maybe. On the 
other hand, most wood users, from 
carpenters to home handymen,. are 
known to glance occasionally at a 
good figure. Even lumber graders 
needed something to push them on the 
beam. So WCLA took a chance, 

Four of Portland’s top models 
posed in specially designed costumes 
as Miss Construction, Miss Standard, 
Miss Utility and Miss Economy. 

The girls, in full color, adorned 
every news release and became the 
key to association advertising, coun- 
ter cards and other material pertain- 
ing to the big changeover. It worked. 
Even the little four-sided boxes fea- 
turing the WCLA’s new feminine 
mascots in color, one at each side of 
the counter card, disappeared at the 
January convention of Western Re- 
tail Lumbermen’s Association in 
Portland like snow in a warm Chi- 
nook wind. That was their premier. 

“We're not collecting pinups,” one 
retailer explained, “but our customers 
sure will take a second look and 
know what it’s all about.” 

Apparently they did, and the in- 
dustry now is well on its way to sell- 
ing huge quantities of “standard,” 
“utility” and “economy” lumber 
where customers once turned up their 
noses because of that old and pain- 
ful (to manufacturers) idea that the 
former numbered grades meant some- 
thing other than a product made to 
fit a specific use. The End 
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If you have a say in the way a product is packaged... 


Styron 


can make you a hero 


/ 


Put yourself in these well-polished shoes for a moment. Like this gentleman 
THE DOW CHEMICAL COMPANY you have your choice of Styron plastic containers. And like him, you may have 
Plastics Sales Dept. PL437M ome produ ts that could use ome ale he ly Make great thing happe n } \ 


Midland, Michigan pat kaging those produc ts in Stvron! 


Styron plastic containers offer protection in rigid packing, shipping and display. 
They're printable or ready for your label. They come either transparent or 


Gentlemen: Please rush your free catalog of Styron 


plastic containers 


opaque, in hundreds of stock or custom-made sizes. They’re proved point-of 
sale eye-catchers. And as for merchandising power, there’s nothing like them 
on the market! 

—— ee Put your products on display in Styron plastic containers. Send for the free 
forty-eight page Styron catalog of packages. Sales records prove it’s the 


ay en best way to head yourself toward faster sales and profits. THE DOW CHEMICAI 
coMPANY, Midland, Michigan 


City 


you can depend on DOW PLASTICS 


The job doesn't stop here... 


Part of the duty we owe clients is delivering 


fresh new ideas...surely...swiftly...regularly. 


But a further obligation is making sure 
that those ideas develop and grow into 
strong, healthy campaigns that will lead 


a long and happy selling life. 


YOUNG & RUBICAM, INC. Jdrertising New York Chicago Detroit San Francisco Los Angeles Hollywood Montreal Toronto Mexico City London 


Marketing Pictographs 


Planned by the editors of Sales Management and designed by Hile-Damroth Inc. 


THE “GROWING” MARKET HAS GROWN 


Increased leisure time, millions POWER LAWN 


MOWER SALES 
1946 


of new home owners and the 
summer sun conspired to culti- 
vate a fabulous market for the shy 
implements of gardening. It : 
sprouted from a sizeable $1 
billion market to a tremendous K 
$4 billion market in just five 


years. Here are some sales 


. examples of its growth: : 


1955 — $181,000, 000 


7 $17,000,000 


| NURSERY STOCK 
| SALES 


! 1950 


| 
: 1955 — $700;000,000 


$365,000,000 | 


SUMMER 
FURNITURE 
| SALES 


—— 1948 
| 4 $87,000,000 


| 1955 — $254,000,000 


accessories. Typical per-family expenditures are: 


This spring and summer the average American 
family will be thumb-deep in “growing things” 
and before it’s through raking autumn leaves it 


will have spent $83 for plants, seeds, tools and 


TREES, SHRUBS & PLANTS 


$14.65 


y 
9 


LAWN & OTHER SEEDS SMALL WALKING TRACTORS 


POWER LAWN MOWERS 


SUMMER FURNITURE 


$7.45 $1.15 $3.80 ~ $5.30 
bone bj 
<j | oF 
QUTDOOR POWER TOOLS BARBEQUE EQUIPMENT PESTICIDES FERTILIZERS (NON-FARM) 
$4.20 $ .70 $1.75 <_S $3.45 
A 


ae —..|, Fy 


CLs Moana ay c 


(et Menage 


Designed by HILE-DAMROTH, INC 


Publishers Assn., New York 


Source: Retail Dept., Bureau of Advertising, American Newspaper 
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Television motivates more people in impulsive San Diego! 


AJAX 
JEWELRY 


In RETAIL STORES San Diegans spend over 
*2 Million Dollars per day—every day, 

365 days per year—More than the citizens 

of New Orleans, La., Columbus, Ohio or 
Albany, Schenectady and Troy, New York 
combined 


More people are making more money — 
watching Channel 8 and making 

more Channel 8 motivated 

purchases than ever before 


*Sales Management, 1955 


KFMB@OTV 


WRATHER-ALVAREZ BROADCASTING, INC SAN DIEGO, CALIF 
REPRESENTED BY PETRY 


America’s more market 
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A MARKETING APPRAISAL OF THE FARM MARKET 


By many standards, farming today is a lame industry. Yet, it had gross receipts of ~ 
almost $33 billion in 1955 — a sum that can hardly be overlooked by marketing men. 
So, as marketers, let's take a marketing view of the farm scene: 


FARM NET INCOME IS. DOWN... BUT THERE ARE FEWER FARMS 
(and fewer people dependent on farming) 


NO. OF FARMS FARM POPULATION 
1946 — $14,900,000,000 1946 _ 5,900,000 1946 — 26,500,000 
1950 — $13,700,000,000 1950 - 5,600,000 1950 _ 25,100,000 


1955 — $12,300,000,000 1954 _ 5,100,000 1954 — 21,900,000 


THE RESULT IS THAT TODAY’S FARMER... 


has a bigger farm... . and it’s worth more... and it’s more mechanized 


(land & buildings) 


} 1954 242.2 acres -—— ——— — — —— ——- $19,528 — — -e— — — — 4,692,000 tractors 


2 


1950 215.3 acres —- 
1945 ee ee ee ee eee 2,422,000 tractors 


and despite lower income HE REPRESENTS A TREMENDOUS MARKET: 


4.7—~ 3,615,000 tractors 


MOTOR VEHICLES PURCHASED VALUE OF MACHINERY 
(other than family share of auto) & VEHICLES OWNED 


$1,461,000,000 1954 


$18,652,000,000 


1950 
$14,291,000,000 


HUM‘ 


AL 
Mili 
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BY 


1945 1950 1954}. SS 
MACHINERY & EQUIPMENT PURCHASED | =~ 
$1,663,000,000 J 
1945 . 
$ 6,352,000,000 
$ 749,000,000 : : Sources: Agricultural Publishers Assn., Chicago; PICTOGRAPH 
} ‘ “Economic Indicators,” Joint Committee on the Ses Monageen 
Economic Report, Washington, D. C.; Prelimin 


1945 1950 1955 ary Data, 1954 Census of Agriculture. 


Designed by HILE DAMROTH, INC 


A native of Philadelphia, Jane Stokes Wallace 
started her advertising career about 16 years ago with 
R. H. Macy & Co., Inc. Seeking to broaden her experi- 
ence, she moved first to Lord & Taylor and then to 
the staff of Department Store Economist, where she served 
for 2 years as associate editor. For the next 5 years she 
was Ready-to-Wear Editor for McCall’s. Seven years ago 
she joined Celanese Corporation of America, and since 
August 1955 she has been its Director of Textile Adver- 
tising and Sales Promotion. To explore the experience 
and use made of business publications by Celanese, one 
of America’s leading man-made fiber producers, we spent 
a very pleasant and profitable afternoon talking with the 
charming and capable Mrs. Wallace. Here are portions 
of that interview. 


Q Mrs. Wallace, is it a fact that Celanese had its ante- 
cedents in England during the early years of World War |? 


A Yes. Our predecessor started out as a chemical company 
manufacturing a dope to condition the fabric used on airplane 
wings. Later, when the U.S. entered the war, the Government 
asked them to set up a similar operation on this side of the 
Atlantic. The result was the plant in Cumberland, Md. 


Q And your ventures into the field of man-made fibers 
followed? 


A That is correct. When the war ended and the need for air- 
plane dope was no longer critical, we began to explore possi- 
bilities in textiles. Then, in 1925, we began to produce acetate 
yarn and weave experimental textile fabrics of this fiber. 


Q At what point did advertising come into the picture? 


A It was during those early years. The first advertising was 
done on a cooperative basis to establish acetate as a basic fiber. 
This effort was continued until about 1942, when acetate seemed 
sufficiently well accepted to warrant a full-scale national adver- 
tising campaign. 


Q What was the basic objective behind your early advertising 
efforts? 


A Well, of course, I was not here at the time; but I have been 
told that the one thing we wanted to do was establish a ready 
acceptance for man-made fiber in competition with natural. 


Q What audiences were you interested in reaching? 


A Just about everyone in the trade. In this respect the job was 
unusually complicated. Celanese had to do an educational job 
at every level and in every division of the trade. We could not 
be successful in the over-all unless we were entirely successful 
in each segment. We had to sell, we had to be certain of product 
acceptance all along the line. 
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Q What media were used to reach these many audiences ? 


A Naturally we used many different methods to tell the story 
of acetate, but business publications were the foundation of 
our Campaign. 


Q How do business publications figure in your present adver- 
tising activities? 


A They still are and, I am sure, will always continue to be the 
backbone of our advertising effort. They certainly are a vital 
link in the whole series of activities so necessary to the success 
of our merchandising cycles. 


Q Mrs. Wallace, what do you mean by merchandising cycles? 


A First you must understand that our primary market is not 
the end users of the products we sell. Our market continues to 
be people at every level of the trade—the mills, the converters, 
the cutters, the retailers—who handle our products on their 
way to the end user. We must tell them about our promotion 
and plans on a strict and specific timetable determined by the 
actual periods of time they will be actively handling our 
material, 


Q How far in advance do you start to publicize a promotion? 


A It takes just about a year for a promotion to flower at the 
consumer level. For example, in January we announced our 
new “Jewel-Case Fashions” promotion. The story will not 
break in consumer publications until next November. Mean- 
while, however, advertising will carry the story to all levels of 
the trade in many business publications. 


Q What do you feel is the primary function of business 
papers? 


A The answer in one word is, I believe, communication. They 
serve this very worth-while and very necessary function with 
equal value to both the advertiser and the reader. They keep 
each attuned to the interests and requirements of the other. 
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ee 


. they 


. advertisers are anxious to tell their 


story, readers are anxious to hear it.”” 


serve this very worth- 


while and very necessary function 


with equal value to both the adver- 


. to do an educational job at every level and in 
every division of the trade.” 


tiser and the reader.” 


alvit to now producti and developments 


Q Will you enlarge on this statement just a bit, Mrs. Wallace? 


A Well. from the standpoint of the advertiser, business publi- 


cations provide the ideal means for transmitting to a highly 
interested audience all sorts of information concerning the 
organization, and concerning its plans, its products and their 
uses. From the standpoint of the reader, business publications 
provide an incomparable means of keeping alert to new prod- 


ucts and developments. 


Q How do you select the business papers to carry your 
messages? 


A We depend a great deal on the media people at our agency, 
Ellington & Co., to select the publications best suited to our 
needs. However, we at Celanese do like to talk with the repre- 
sentatives of the various business publications asa regular 
thing. It is through these people that we are able to keep our 
finger on the pulse of each industry in which we have an interest. 
Responsible business publications are in a position to provide 
much valuable information which weuld be most difficult or 
even impossible for an advertiser to obtain. 


Through the use of business publications you are 
able to communicate with your customers and pros- 
pective customers in an atmosphere that is natural 
to them and most productive for you. In this respect, 
today's responsible business publications serve a pur- 
pose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with 
an editorial excellence and a strict control of circu- 
lation that assure confidence on the part of readers 
and advertisers. With such acceptance goes a pro- 
portionate selling power. Let Chilton publications help 


APRIL 15, 1956 


Q Would you say that business publications are increasing 
in their value to the advertiser and the reader? 


A Ver, definitely. In today’s highly competitive market, there 
is a constantly increasing need for the 1 rapid exchan;s ge of in- 
formation—advertisers are anxious to tell their story, readers 
are anxious to hear it. More than ever before, there must be a 
reliable clearing house for such information in each industry. 
Business publications are serving this purpose. 


Q Have you ever been able to actually measure the effective- 
ness of your business publication advertising? 


A Yes we have. In 1951 the Federal Trade Commission recog- 
nized that acetate could not be properly classified as rayon. 
In 1952 we undertook a very comprehensive advertising cam- 
paign in business publications to educate the trade to the fact 
that acetate is a fiber with its own distinctive characteristics. 
It was a big undertaking, designed to reach every level in the 
trade. Its success, I firmly believe, can be measured by the fact 
that prior to the campaign we were furnishing our regular 
Celanese tags and labels to cutters at the rate of 35,000 a week. 
During the campaign, this figure soared as high as 5,000,000, 


The Voice of Authority . 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadel phia 9, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « Hardware Age 
The Iron Age « Jewelers’ Circular-Keystone « Distribution Age + Motor Age 
Automotive Industries « 

: = : Commercial Car Journal + Boot and Shoe Recorder « Hardware World 
give your advertising maximum effectiveness. = == Spectator 


Optical Journal and Review of Optometry + Gas 


¢ Tele-Tech & Electronic Industries « Butane-Propane News 
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HIGHLIGHTS...FROM SALES MANAGEMENT'S 
1956 SURVEY OF BUYING POWER 


(TO BE ISSUED MAY 10, 1956) 


EFFECTIVE BUYING INCOME RETAIL SALES 


ve ve pS, 
a, PER (Yaa. % GAIN (Yh. PER 
STATE M “+ FAMILY STATE * | PER FAMILY STATE Ham) FAMILY 
RANKING #) A 1955 RANKING A 1955 1950 RANKING ’ I) ry 1955 
D. OF C. $7605 MISS. 41.6% NEV. $5126 
CONN. 7035 ‘. ¢. 34.9 D. OF C. 5111 
N. J. 6791 — NEV. 34.4 DEL. 4876 
NEV. 6791 ALA. 33.9 MICH. 4399 
ILL 6259 ME 33.2 wyo 4345 
MICH 6248 GA. 32:2 CONN 4288 
DEL 6193 FLA. 31.5 N.D 4184 
OHIO 6091 CONN. 30.8 FLA 4161 
N.Y 6047 MINN. 30.2 MASS 4143 
MASS 5941 OKLA. 30.0 N.H 4115 
PA 5807 W.VA 29.7 MINN 4071 
CALIF 5793 KY. 27.7 ILL 4071 
R.1 5786 IND 27.6 N. J 4070 
IND 5620 VA 27.6 OHIO 4032 
WASH 5579 N. J 27.6 IDAHO 4028 
MD 5560 N.M 27.3 TEXAS 3991 
WISC 5430 ARIZ 27.1 MONT 3989 
wyo 5401 ARK 26.7 COLO 3986 
VA 5347 LA. 26.2 CALIF . 3974 
MINN 5275 N. C. 26.1 N.Y 3969 
IOWA 5183 MICH. 24.3 IOWA 3965 
TEXAS 5127 OHIO 24.2 WISC 3962 
UTAH 5117 KANS. 23.9 NEBR 3944 
> (NLM 5078 N. H. 22.2 ME 3944 
4  N.H 5025 WISC. 22.0 VT 3854 
= MONT 4944 TEXAS ' 19.9 MD 3850 
7° MO 4885 TENN. 19.9 R. | 3802 
= coLo 4872 ILL. 19.5 UTAH 3763 
= NEBR 4871 MO. 19.0 IND 3751 
a ME 4851 N. D. 19.0 PA 3723 
9 ND 4824 WASH. 19.0 ORE KvAL) 
= KANS 4799 VT. 18.3 WASH 3707 
2 FLA 4795 MD. 17.9 ARIZ 3692 
» ORE 4760 IOWA 17.9 MO 3680 
- © | ane 4754 PA. 17.1 N.M 3674 
c W.VA 4660 RAL 17.0 a) 3596 
« vt 4571 DEL. 16.8 VA 3586 
> ‘IDAHO 4556 MASS 16.6 KANS 3469 
2 GA 4533 CALIF. 16.1 GA 3426 
=. INC 4469 D. OF C. 15.8 OKLA 3369 
“ OKLA 4423 UTAH 15.6 N.C 3350 
2 s.D 4405 COLO. 14.5 TENN 3227 
= LA 4392 NEBR. 13.6 LA 3097 
© TENN 4284 ORE. 13.1 W.VA 2968 
> kY 4176 IDAHO 12:2 5.c 2949 
= sc 4135 MONT. 11.3 ALA 2878 
at 3914 wyo. 10.0 KY 2871 
4% ARK 3354 S. D. 9.6 ARK 2730 
Ss MISS 3205 N. Y. 8.3 MISS 2435 
5 Source: Sales Management Market Statistics 
a 
2 PICTOGRAPH BY 
oO 
> Sols Managemenl 
2 Designed by HILE-DAMROTH. INC 
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(Advertisément) 


‘Your Growing Market for Children’s Products 


As population figures grow and grow, the young consumers of America offer a rapidly 
expanding sales market. If you sell products to children, you can blanket this young, 
growing market effectively: through Dell Comic Group. In the chart below you'll see 
how Dell Comic Group titles are read by 87.3 per cent of American school-age young- 
sters — virtually 9 out of every 10 youiig consumers in America! These figures stem 

from class-room surveys in public school ‘systems across the country — under local 
school board auspices. It’s spontaneous proof that American youngsters count parent, | 
teacher, church endorsed Dell Comic Croup characters as their most treasured friends. 
Growing up today wouldn’t be what it is without.famous folk like Little Lulu, Donald ~ 
Duck, Mickey Mouse, Roy Rogers, Tarzan and other famous Dell Comics. Because these 

- comits are read by millions of youngsters each month, Dell Comic Group is the perfect 


_ medium for selling your products to children. 


READERSHIP OF DELL COMIC GROUP BY ALL AGE GROUPS...BOTH BOYS AND GIRLS 

Grades a4 Boys Girls . Total 
Ist Grade 65.0% 43.8% | 55.6% 

~ 2nd Grade 69.0 59.1 64.7 

3rd Grade 91.8 88.3 90.2 
4th Grade a, oe 916 92.6 

‘ 
5th Grade Vas 89.5 90.4 ‘ 
6th Grade 90.1 87.8 89.0 
7th Grade ; 86.1 85.6 85.8 
8th Grade 77.3 . 69.3 73.3 
Average _ 89.2 86.4 87.3 
ADGRAPH BY 


DELL COMIC GROUP 


Little Lulu, Looney Tunes, Lone Ranger, New Funnies, Roy Rogers, Tarzan, Tom and Jerry, 
Walt Disney Comics; Gene Autry, Donald Duck, Mickey Mouse and Lassie 


Dell Comics are Good Comics 
ELL PUBLISHING COMPANY, INC. « 261 FIFTH AVENUE + NEW YORK 16, N.Y. | 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Motors Corp.... 
Virgil E. Boyd to general sales 
manager, Hudson Motors Division. 


Ekco Products Co.... 
Jack I Schlegel to advertising 


manager. 


Formsprag Co.... 


Charles F. Trapp to v-p, sales. 


Gardner-Denver Co.... 

William B. Knoderer to sales man- 
ager, Industrial Division; Niel M. 
Fishback to sales manager, Mining 
and Contracting Division. 


Heywood-Wakefield Co. ... 
( reorge H. Heywood, Thi, to v-p 


and general sales manager. 


Hudson Pulp & Paper Corp.... 
S. W. Franklin to general sales 
manager, Cup & Container Division. 


International Latex Corp.... 

David Ketner to v-p, advertising, 
and Harold Rudominer to v-p, sales, 
Playtex Family Products Division. 


The Magnavox Co.... 
Dan R. Cavalier to sales promotion 


manager 


Motorola, Inc... . 

S. R. Herkes to v-p, sales, A. G. 
Williams to general sales manager, 
J. B. Anger to national radio sales 
manager and C. P. Lloyd to national 
I'V sales manage 


National Motor Bearing Co., Inc.... 
Park Q. Wray, Jr., to v-p, sales. 


The New Yorker 


R. H. Fleischmann to chairman of 
the board; S. B. Sotsford to succeed 
Mr. Fleischmann as president and 
Peter Fleischmann to treasurer. 


Stewart-Warner Corp.... 
George Bond to merchandising 
manager. 


Stromberg-Carlson . . 

Arthur L. Foster to advertising 
manager, Special Products Division. 
Company a division of General Dy- 
namics Corp. 
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TROY, N. Y. 
ABC CITY ZONE 


PLANNING A SALES DRIVE 
IN UPSTATE NEW YORK? 


Then Be Sure To Include The 


TROY MARKET 


211,148 Total market consumers 
47,465 Circulation 
20c Per line 


TROY CITY ZONE 


125,600 Consumers 
$207,818,000 Total 
Net 


Income 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD - 


* THE TIMES RECORD - 
TROY,N. Y. 


WIN FRIENDS 
FASTER 


Smile more often. 

Use names whenever possible. 

Give your undivided attention. 

Avoid arguments. 

Don’t be hi-hat, warm up to 
people. 

Be sympathetic. 

“NO” is a hard.word... say it 
gently. 

Always say “Thank You.” 


UNDERSTAND 
PEOPLE BETTER 


When they want to talk, be a 
good audience. 

When they feel unsociable, 
avoid idle chatter. 

When they know it all, grin and 
bear it. 

When they’re undecided, make 
suggestions. 

No one likes waiting. 

Don’t ORDER ... ask. 


MAKE BETTER 
IMPRESSIONS 


Look your best; every eye is a 
camera. 

Be courteous ... not curt. 

Be tactful; think before you 
speak. 

Act natural. Be sincere. 

Be enthusiastic! It’s catching! 

Avoid annoying habits. 

Be dependable. Get there... do 
your share. 


How to Win Friends—and Keep ‘em, 
Eastern Repeats Program 


Eastern Air Lines Inc., will soon 
repeat a courtesy campaign it con- 
ducted with excellent results in 1955. 
The firm for many years has had a 
training program which covers human 
relations (including courtesy), but 
this one is different. It spells out cour- 
tesy, breaking it down into its com- 
ponent parts. This kind of courtesy 
training is necessary because Eastern 
Air Lines operates in a competitive 
field. A large percentage of its em- 
ployes have direct contact with the 
public. Many of them are young and 
lack experience in exercising restraint 
under pressure. 

The program features visual aids in 
the form of poster-type charts, each 
dealing with a specific element of 
courtesy: “Smile More Often,” “Use 
Names Whenever Possible,” “Give 


Your Undivided Attention” (under 
the general heading, “Win Friends 
Faster”); “Be a Good Audience,” 
“Avoid Idle Chatter,” ‘‘When 
They’re in a Rush, Speed Up” and 
“When They Know It All, Grin and 
Bear It” (under the general heading, 
“Understand People Better”); “Be 
Tactful—Think Before You Speak,” 
“Avoid Annoying Habits” and “Be 
Enthusiastic—It’s Catching” (under 
the general heading, “Make Better 
Impressions’ ). 

Amplifying the posters is a meet- 
ing manual with suggestions for self- 
appraisal: “How do you rate on the 
popularity poll?” (to be applied to 
the 24 fundamentals grouped under 
the three basic headings, “Win 
Friends Faster,” “Understand People 
Better,” “Make Better Impressions’’). 


meeting scripts and manual. 


BY-PRODUCT OF AGENCY SERVICE 


The Courtesy Training Program described in the accompanying 
article was developed seven years ago by Dean C. Wolf & Associates, 
Boston advertising agency. Begun as a tool for helping clients, it has 
expanded through incorporation of some of their suggestions. The 
program has always been a method of spelling out the fundamentals 
of courtesy through the use of visuals. 

The course has been used by hundreds of organizations with staffs 
who have direct contact with the public. Some repeat it year after 
year. Since the Wolf agency specializes in financial accounts, a large 
percentage of users have been banks, but an increasing number of 
insurance companies, airlines and others are now using it. 

The packaged course consists of 26 posters with display frame, 


Eastern Air Lines has implemented 
the course by furnishing scripts, with 
ideas for group discussions—outlines 
for 24 meetings. These were prepared 
by Eastern’s Sales Training Depart- 
ment, under the supervision of Harry 
C. Battaile, superintendent of sales 
training. The 1955 meetings were 
held under the leadership of local 
managers in small offices; under de- 
partment heads and other management 
representatives in large offices. 

Before inaugurating the program, 
Eastern took steps to win the coopera- 
tion of those who would administer 
the courses. Approach was ‘Even 
though the personnel under your 
charge are already courteous, use this 
program to help them become more 
courteous.” Executives, it was as- 
sumed, might not realize that em- 
ployes normally courteous to them 
could be tactless or irritable, under 
stress, toward the public. 

The “we” approach was used at 
meetings, with as much audience par- 
ticipation as possible. For example, in- 
stead of citing what he regarded as 
“annoying habits,” the supervisor 
asked members of the group to make 
their own suggestions. Some learned 
for the first time that things they did, 
such as gum-chewing or smoke-blow- 
ing, might annoy others. This discus- 
sion was followed with a session on 
“How to Break an Annoying Habit.” 
Solution: Substitute a good habit— 
such as using people’s names instead 
of too many “sirs” and “ma’am.” 

Eastern’s supervisors added some 
touches of their own in conjunction 
with the campaign. Among them: a 
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not to get bpuried 


in Phnriladelphnia 


Have your ads been getting buried in the gloomy 
depths of the oversized newspapers? Before you 
write another order, take a good long look at all 
three in Philadelphia. In our sparkling tabloid 
pages, we couldn’t bury you if we tried! Your cus- 
tomers see you in the all-new News. And when 
you’re seen you sell. 


Supreme visibility is just one advantage the NEWS 
offers. Another is reader loyalty. Not in long, dull 
years has a newspaper spoken up for Philadelphians 
with such vigor and clarity and wit. And the town 


Represented by: REYNOLDS-FITZGERALD 
New York + Chicago + Detroit - Syracuse + Atlanta 
Los Angeles » San Francisco + Seattle - Philadelphia 
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is responding. From South Philadelphia to the Main 
Line, awakened Philadelphians are reading, quoting 
and applauding the all-new NEws.. . and carrying 
it into more than 175,000 prosperous households. 


Visibility plus loyalty. Small wonder alert adver- 
tisers, local and national, are giving us such monu- 
mental* linage gains. If you’re tired of getting 
“buried” in Philadelphia, give your advertising the 
look of life. We couldn’t bury you if we tried: and 
one reader who sees your ad is better than 101 
who don’t. Test us soon and see the bright difference! 


PHILADELPHIA DAILY 


--NEWS:-::: 


*Gain 117,308 lines first quarter 1956 
Total Display Advertising 
Media Records 


NEARLY- HONEST JOHN 


USED GARS 


«-- with 
circulation 


LEADERSHIP 47,1 15 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 
City Zone Lead — 10,546 
City & RTZ Lead — 16,958 


««swith 
nee 8,564,311 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 
Yeor: 1955 


Retail Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


Largest Circulation in the Pacific Northwest] 220238 Dally 
297,135 Sunday 


THE Oregonian 


PORTLAND 1, OREGON 


Sources: ABC Publishers’ Statements for 6 mos. 
ending September 30, 1955; Media Records total 
advertising, less AW and TW, 1955. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


How do 
YOU rate —— 


u 
on the OLERABLE 


popularity 
poll? 


EASTERN’S “MEETING MANUAL” 
stresses elements of courtesy. Con- 
taining self-appraisal aids, it polis 
employe popularity on 24 points. 


penalty box, into which an offender 
dropped a coin for infringement of a 
campaign objective; lemon-passing to 
anyone behaving in a “‘sour puss”’ man- 
ner, he had to hold it until another 
“sour puss’ appeared. 

To make the lessons stick there 
were brief summaries at the end of 
each session, and more comprehensive 
reviews at the end of each of the three 
basic divisions. 

It is dificult to appraise the exact 
results of such a program but East 
ern’s management is convinced that 
the increase in complimentary letters 
about service (averaging 20% above 
the number received during like pe- 
riods before the program began, and 
sometimes rising to 34% per 1,000 
passengers above the same month for 
the preceding year), and the corre- 
sponding decrease in letters of criti- 
cism indicated the program’s value. 

Further indication was the fact that 
the ratio of letters with complaints 
not related to courtesy remained the 
same. 

Such a program has an intangible 
but nonetheless valuable by-product: 
Employes encouraged to get along bet- 
ter with the public get along better 
with fellow-workers, and are happier. 

Why does Eastern plan to repeat 
the course so soon after its comple- 
tion? One reason is that people are 
inclined to slip back effortlessly into 
bad habits; it takes constant deter- 
mination to maintain good ones. An- 
other: In a large organization there 
is considerable employe turnover. A 
third: Merger of Colonial Airlines, 
Inc., with Eastern will add to the 
staff hundreds who have not had the 
course. The End 


SALES MANAGEMENT 


106 Miles from Memphis Number of Families 
Effective Buying Income $6,396,912** 


CARUTHERSVILLE, Retail Sales in Five 


Classifications $3,595,970** 
MISSOURI 
FAMILY COVERAGE 
Combined Daily Circulation 


44.5%" 


++. and you get this answer .... 
The Nation’s 10th Wholesale Market! 


Start with ever-expanding Memphis . . . then add to the Memphis 
market the many centers of buying power such as Caruthersville, 
Missouri . . . analyze CAPS total circulation coverage . . . and you 
discover why CAPS is the most powerful sales force in the Mid- 


South Empire. 


oo Many advertisers buy CAPS for Memphis alone . . . but all ad- 
** Sales Management Survey of Buying Power bi kg . a \ 
A.B.C vertisers get scores of bonus markets—and Memphis, too! 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE esos: AR -” MEMPHIS a _= 


SCRIPPS-HOWARD NEWSPAPERS 


APRIL 15, 1956 


General Lawrence Whiting, 
President of the American 
Furniture Market, passes the 


e 
} Dorothy Dawe Award cup 
to Miss Betty Fisk 


Miss Betty Fisk, Home Furnishings Editor, Successful Farming 


the Dorothy Dawe Award 


j 


se 


In solid rock maple, with simple lines 
and brass hardware, these three essential 


bedroom pieces cost only around $350 
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Mr. Neil Regan, Public Relations Director 

of the American Furniture Mart, said: 

“Our first place winner had a splendid year of over-all 
achievement in bringing news of home furnishings to a 
special group that has often been neglected in the past. 

(But not by Successful Farming) 
“Particularly significant was her technique of writing 
home furnishings stories in good taste, yet geared to the 
practicality of the needs of her audience. 

(Miss Fisk’s stories are usually case histories of 
actual farm homes. She and her assistants traveled 
10,000 miles in 1955 scouting farm homes and 
visiting with farm families.) 

“She consistently maintained her editorial emphasis 
on good home furnishings in general, not the tricky or 
the unusual. and also made sure they could be obtained 
in the areas where her readers live. 

(By selling enough key stores. Ever since 1947, 
SUCCESSFUL FARMING has sponsored promotions for 
stores, to make available better furnishings to 
readers, and develop better business for retailers. 

In 1955, the “Spruce Up For Spring” promotion 
was participated in by 48 major stores. Last Fall, 
62 stores adopted the SF “It’s Easy To Decorate” 
promotion; reported wonderful response, heavy 
traffic, increases up to 20%. A Decorating Contest, 
run in the magazine, was an additional stimulant. ) 

“Her magazine coverage was one of a definitely 
superior nature... But that was not all. As she covered 
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the market last Summer, she prepared a script and pictures 
of this market coverage which extended the editorial ser- 
vice of the magazine to 38 television and radio stations, plus 
20 newspapers, all in the magazine’s circulation area.” 

(PLUS a twenty-minute film strip in color, with 
a recorded commentary, written and produced by 
Miss. Fisk for presentation to general audiences. It 
was enthusiastically received by the industry. To 
date, 257 of the strips have been bought by 109 
Home Demonstration Agents, 102 department and 
furniture stores, 38 educational institutions, and 
8 industrial firms. 

Plus the SF Furniture Arrangement Kit, with 
coordinate sheets for floor plans, and scale outlines 
of furniture, with dimensions, for placement. Priced 
at 25c, more than 6,000 copies have been bought. 

Plus personal appearances. Miss Fisk made 15 
talks to business and consumer groups in 1955.) 

“For this outstanding promotion, topping her consis- 
tently thorough work in the past, the judges are happy 
to present the Dorothy Dawe Award to Betty Fisk, 
Associate Editor and Director of the Home Furnishings 


Department of Successful Farming.” 


Tu true significance of the Dorothy Dawe Award is 
that the farm families Miss Fisk works for and with today 
want the best in homes, furniture and furnishings. 

SUCCESSFUL FARMING’s farm subscribers have had an 
average annual cash income of around $10,000 for 
several years ... represent one of the world’s best class 
markets. And SF’s 1,300,000 circulation not only affords 
a huge new bloc of buying power, but balances national 
schedules where general media run thin in coverage and 


influence... Ask any SF office for the facts. 


Successful Farming 


MEREDITH PuBLisHInc Company, Des Moines... with 
offices in New York, Chicago, Detroit, Philadelphia, 


Cleveland, Atlanta, San Francisco, and Los Angeles. 
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The ceramic tile table top has a durable 
resistant surface. The tile topped coffee table, 


with cushions, does double duty as a bench 


How to Recover from a Stumble, 


Grow from Local to National Firm 


Today 80% of Malsbary industrial cleaning equipment 


sales are made east of Denver. Six years ago 85% of sales 


were concentrated around the Oakland, Calif., factory. 


BY MICHAEL K. DUGENER 


Sales Manager, Malsbary Manufacturing Co. 


When the new management of 
Malsbary Manufacturing Co. took 
over the business in 1950 it was pre 
sented with a stimulating challenge: 
great unrealized potential for a prod 
uct and service of highest quality. We 
had, literally, the better mouse trap 

. . but no buyers. 

These two facts were plain when 
we asked ourselves what we had to 
offer. Limited market research quickly 
showed us that we had the most com 
plete line of steam cleaning machinery 
available in the industry nationally. 
It also revealed that we had some- 
thing entirely different from that of 
any competitor—our exclusive HPC 
(“High Pressure Combination” 
principle. Equally important, we 
learned that the dependability and 
performance of machines sold since 
1934 had won satisfied customers fort 
the company. 


Virtually Unknown 


Despite these advantages, as of 1950 
Malsbary equipment was virtually un- 
known over most of the United States. 
Better than 85% of sales were in 
California, Washington and Oregon. 
We had no sales outlets whatever in 
territory from Kansas City to Pitts- 
burgh, and Memphis to Chicago. 
There was spotty distribution in the 
South and along the Atlantic Sea- 
board. Outside of the home territory, 
the largest distribution was in New 
England. Annual sales at that time 
were about $350,000. 

The picture today is: a 600% in- 
crease in sales since 1950. Sales in 


January, 1956, were 60% over Jan- 
uary, 1955. ; 
Today, 80% of our sales are made 
east of Denver. And in dollar sales, 
we have not lost ground in the West. 
Malsbary’s virtual rebirth can be 
credited: 50% to company policy, 
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50% to quality of product and the 
integrated sales-advertising effort. | 
say this because we found that selling 
Malsbary quality, and even benefits, 
fell on deaf ears until we tied it up 
with Malsbary policy. 

Another survey, undertaken by our 
president and myself, showed us that 
we did have a large and varied po- 
tential, and that the most promising 
and profitable areas of development 
were in the heavy industrial areas of 
the East. That meant our major sell- 
ng had to be done some thousands of 
miles from our Pacific Coast head- 
quarters. The big job ahead was to 
get our story across to the potential 


market, both far and near. 


We Had to Advertise 

We knew that this would require 
a joint effort involving advertising 
and personal selling in the field. From 
the start we realized that advertising 
was our most important sales too. 
The steps I am about to outline took 
place coincident with a strong adver- 
tising program which was begun im- 
mediately. 

Sales management with a small 
sales nucleus in the Far West, no mat- 
ter how skillful and energetic, can- 
not make much headway in developing 
sales nationally unless it can multiply 
its efforts. For the first few years we 
concentrated on development of fac 
tory representatives in strategic loca- 
tions. This was no easy job. Since our 
market initially was centered around 
the automotive industry, we made our 
contacts through sales executives in 
this field, industry associations, trade 
shows. We made a general combing 
of the lists of such representatives. 

At first they had to be multiple 
line representatives. There was con- 
siderable margin for error and we 
made mistakes. There were times we 
were discouraged. We despaired of 


being able to build an organization 
that would meet fully our require- 
ments. Eventually we compromised 
and worked into our field force a 
number of key men who were our 
own direct field representatives on 
salary plus expenses. We have today 
29 representatives; nine are direct 
men working only for Malsbary. We 
placed them on salary and expenses 
to begin with, but later, when they 
became established in their territories, 
we discontinued the salary and put 
them on a draw basis. They then 
earned the same commission as the 
multiple-line men but handled only 
Malsbary equipment. 


Multiply Effort 

Executive sales efforts were now 
multiplied 29 times, but it would be 
ridiculous to expect that, even from 
29 key areas, that many men could 
effectively reach our potential. We 
knew that their efforts, in turn, must 
be multiplied by dealer efforts. 

Our next task, after assigning ter- 
ritories, was to build, with the aid of 
representatives, a dealer organization 
that would multiply their efforts. We 
found that the best outlets for our 
products were automotive wholesalers 
contractor supply houses, chemical 
distributors, mill supply houses, and 
similar specialists. Today, through a 
careful choice of such dealers, the 29 
representatives have multiplied their 
efforts by approximately 1,200 deal 
ers in major trading areas of the 
United States and Canada. Counting 
the separate individuals now telling 
the Malsbary story, we have roughly 
2,500 instead of the very small nu- 
cleus in the Oakland office which was 
our sales organization in 1950. 

While we were laying this sales 
foundation we were also shaping 
policy. Observing what our competi- 
tors were doing and analyzing the 
results of our own initial efforts, we 
came to a firm conclusion: Regardless 
of the quality of our product and the 
excellence of our dealer organization, 
our success in selling and in holding 
the organization and bettering it de- 
pended to a great degree on company 
policies. The policies Malsbary set up 
and strictly applied are somewhat 
radical in our industry: 

1. All sales of Malsbary products 
must be made through dealers only. 
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THIS TWIN SQUEEZES 


ORANGE JUICE 


TROPICANA 
: INTO 1ST PLACE! 
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a sleepy-head early-morning 
*, the 


° ' 
juice, 


Whether he’s waking up « 
appetite or drinking for pure refreshment at any time 
St. Paul Twin likes his canned and cartoned orange 
And, according to the St. Paul Consumer Analysis Survey, 
the brand preferred by far more of the people in the St. Paul 
“half” of the Twin Cities market’ is cartoned Tropicana 100% 
Pure Orange Juice. In just one year, Tropicana soared from 
llth place to the top of the list . . . from 1.4% preference to 
22.6%! Remarkable? Certainly. But Tropicana knows the 
secret of squeezing into the lead . . . they simply poured plen- 
ty of advertising into the St. Paul Dispatch-Pioneer Press! 


Canned and Cartoned Orange Juice Preference 
in St. Paul (Excluding Frozen Orange Juice) 


1956 1955 
TROPICANA . pal 22.6% 1.4% 
Brand B rei 18.7 21.3 
Brand C . ‘ 16.9 19.3 
How do YOU rate in the St. Paul “half” of the giant 
Twin Cities market? Is your product looked up to . or 
THIS TWIN READS THE overlooked? Get your answer from the 1956 Consumer Anal- 
DISPATCH-PIONEER PRESS ysis Survey. Here is a razor-sharp, thorough study of the 
brand preferences and buying habits of the more than 446,000 
people who depend on the St. Paul Dispatch-Pioneer Press as 
their buying guide. Contact your Ridder-Johns representative 
or write Consumer Analysis, Dept. D. 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO - LOS ANGELES 


o § O N E E r hy ES$ ST. PAUL - MINNEAPOLIS 
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No direct sales, no contracts reserved 
to ourselves, not excepting military or 
other Government orders. 

2. Dealers are offered protection 
against overdistribution. We accom- 
plish this by careful selection of deal- 
ers. We emphasize quality, not quan- 
tity. This policy of selective distribu- 
tion ruled out a weakness we observed 
in the policies of some of our com- 
petitors who are prone to establish 
catalog jobbers. All Malsbary dealers 
have a proper stock of our line. 

3. All our dealers must earn a full 
margin of profit on every sale. This 
is radical policy in our industry. It 
is policed closely and is considered so 
fundamental to our selling that we 
tolerate no exceptions. If a dealer does 
not conform to our over-all policy 
program, we cancel out his authority 
to represent our company. 

4. Effective factory help is given 
wherever and whenever needed. For 
example, our factory representatives, 
now known as district sales managers, 
may be called on by dealers to assist 
in any valid way in the development 
of market potential. 

For this purpose, sales aids were 
provided. ‘These included  trailer- 
mounted demonstrators to show the 
various models in our line. At first, 
representatives, at a dealer’s request, 
towed them where needed. Later, 


dealers were encouraged to buy them 
for their own immediate and regular 


use. 


Flip Cards 


We provided visual aids to assure 
that those telling our story would 
maintain continuity and adhere to our 
selling points. These are large flip 
charts in attractive cases, suitable for 
use before 20 to 30 men in a sales 
meeting, or in sales calls. 

Another sales aid, and one of our 
most important, is advertising and 
editorial reprints. Still another is what 
we call application data sheets which 
are, in effect, brief illustrated case 
histories of our equipment in use by 
satisfied owners. 

We had our dealer organization: 
now, we asked ourselves, how best to 
stimulate dealers to get the most from 
the Malsbary association both for 
themselves and us. We were com- 
peting for dealer salesmen’s time with 
other manufactured products, from 
tractors and compressors to nuts and 
bolts. It was clear that we must work 
closely with dealers, do a training job, 
and give them continuous support. 

That meant working equally closely 
with our field representatives. As gen- 
eral sales manager I had to be out con- 
tinually with these 29 men. We 
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wanted to sell them on the advantages 
of devoting about 90% of their time 
to the Malsbary line. 

It was soon evident that between 
this field work and the paper work 
and sales management activities at 
headquarters there was not enough of 
me to go around, so we brought re- 
gional managers into our organiza- 
tional setup. The first one was added 
in 1952 to supervise factory repre- 
sentatives in eight territories east of 
St. Louis. His headquarters were in 
Pittsburgh. Later, a second man was 
engaged to supervise nine additional 
territories, with regional headquarters 
in Chicago. The far-western terri- 
tories were supervised out of my office 


in Oakland. 


What They Are Not 


The revised program called for the 
new regional managers to make con- 
tact once a month with each field rep- 
resentative. It was their task also to 
see that each representative contacted 
the dealers in his territory at least 
once a month. To make the most prof- 
itable use of the representative’s time, 
it was necessary to educate dealers 
—and the representatives themselves 
—to an understanding of the essen- 
tial function of these men. They were 
to function as district salesmanagers 
—and were not to be called in to do 
the dealers’ selling for them. They 
were to train and direct rather than 
to do. This called for a training pro- 
gram at both levels. We renamed 
the factory representatives district 
sales managers and did everything 
possible in the way of education and 
assistance to emphasize that role. This 
program, aimed at making the dealer 
more self-reliant in his selling efforts, 
reached its culmination last year. 

The dsms’ major efforts are now 
concentrated on training, guidance 
and stimulation of dealers and dealer 
salesmen through sales meetings at 
central points, extended courses on 
more effective use of our sales tools, 
programming, and the application of 
policy. 

Our big problem in telling the 
Malsbary story has been to present 
highly technical facts understandably. 
We found that 95% of our prospects 
did not understand the principle of 
steam cleaning. They thought the 
steam cleans. It is, in fact, a hot solu- 
tion that does the cleaning; steam 
provides the power. We have in our 
exclusive HPC principle something 
so different that we experienced diff- 
culty in getting it across, not only to 
prospects but, first of all, to dealers 
and their salesmen. To explain the 
HPC principle we employed the vis- 


ual aids and the manual of instruc- 
tion. 

Rather than go into much technical 
detail, we emphasized benefits: 

Why purchase Malsbary equip- 
ment? To save on labor; to cut down 
time required to do a cleaning job. 
Speed in cleaning depends on the vol- 
ume and pressure. The greater the 
volume and pressure, the speedier the 
cleaning action. 

Here’s where we found advertising 
an invaluable tool. It fulfilled a dual 
function in familiarizing prospects 
with the Malsbary name and product, 
and in providing us with a means of 
letting satisfied. users tell our story 
for us. Our whole program was co- 
ordinated with advertising. All our 
personal selling effort. is keyed into 
advertising. 

From the start we chose only top 
media in each of our markets. We 
were not interested in stimulating in- 
quiries, but in establishing Malsbary 
as a national organization. In this, 
advertising has done a tremendous job 
for us. 


Which Media 

To interest dealers we have used 
“Jobber Topics” from the start of our 
program. We have maintained 
monthly schedules from 1950 in the 


. top business publications reaching our 


markets — automotive, construction, 
industrial. For example, our full page 
advertisement in Construction Equip- 
ment for May will suggest that pros- 
pects “Look what you can do with a 
Malsbary HPC Cleaner.” 

Continuing studies have shown 
that our advertising has excellent 
readership. ‘The same is true of edi- 
torial material we prepare for the 
publications in our markets. It may be 
worth noting that we have been given 
more space for this kind of publicity 
than all our competitors combined. 
We attribute it te the content and 
presentation of the material — for 
which, and for our effective adver- 
tising, we have to thank our agency, 
George C. McNutt Advertising, Oak- 
land. 

When we were evaluating what ad- 
vertising could do for us, back in 
1950, we observed that failure to ad- 
vertise was a weak spot in our com- 
petitors’ armor. They were doing 
practically nothing, media-wise. This 
is not true today, and we are glad of 
it, but Malsbary’s program expands 
as our selling operations grow so that 
we stay far ahead. We still do more 
advertising than all of our competitors 
combined. 

I say we are glad when our com- 
petitors advertise because that helps 
to sell the steam cleaning idea. 

The End 
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sell more where more is sold 
eee it’s FIRST 3 FIRST! 


ee 


Plenty of time here 


There's plenty of time in the mule and cart country and 
merchandise jogs along just as slowly. In contrast, the 
3 compact city and suburban areas of New York, Chicago 
and Philadelphia—where 18% of all U.S. Retail sales are 
made—deserve and reward a heavier advertising effort 
through First 3 Markets Group. In these most profitable 
markets the family coverage of General Magazines, 
Syndicated Sunday Supplements, Radio and TV thins 
out; thereby emphasizing the fact that there is no sub- 
stitute for FIRST 3 MARKETS’ solid 62% COVERAGE 
of all families in the 3 top markets. 


FIRST 


MARKETS GROUP 


Rotogravure * Colorgravure 


Plenty of sales here 


~ 


Your advertising in FIRST 3 MARKETS will not only 
reach and sell the heavy spending shoppers along Fifth 
Avenue, State Street and Market Street, but in addition 
will influence the families who shop along the many 
Main Streets of the Industrial NORTH and EAST. In 
279 counties—where 27% of U. S. families account for 
30% of the nation’s retail sales—FIRST 3 delivers 50% 
average coverage of all families. 

To make your advertising sell more where more is sold 

.. it’s FIRST 3 FIRST 
Circulation in excess of 6 Million. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


New York 17,N. ¥.News Building, 220 E.42nd St., VAnderbilt 6-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif.,155 Montgomery St., GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Blud., DUnkirk 5-3557 
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Consumer Preferences for 60 Items 


Just released figures show how many people buy what 


products and brand preferences through which outlets. 


The traditional American desire to 
be “No. 1” offers a reward beyond 
vanity. 

It pays to be first. The 33rd Mil- 
waukee Journal Consumer Analysis 
Findings, issued April 10, shows, for 
example: 

Heinz catsup is preferred by 43.8% 
of the people in the Milwaukee area 
surveyed who buy catsup. Further, 
Heinz is distributed in 75.2% of 
independent outlets plus three major 
chains. 

But the No. 2 contender in the 
Milwaukee market — Snider’s catsup 

is preferred by 8.6% of those sur- 
veyed and independent store distribu- 
tion is only 25.2% plus only two 
chains. 

Is distribution the answer to pref- 
erence and purchase? Apparently not. 

Brook’s brand catsup is in 63.6% 
of independent outlets plus the three 
chains stocking Heinz. But only 7.6% 
prefer Brook’s. 

Does strong brand promotion help 
to overcome holes in distribution? 
Hunt’s catsup, which is No. 3 in pref- 


erence, is stocked by 7.2% of inde- 
pendent outlets plus two of the three 
chains which stock Heinz. 

Another example of the long lead: 

Blue Bonnet margarine is preferred 
by 44.4%. Parkay is a bad second at 
15.8%, and Good Luck third with 
9.4% . 

Like General Motors, Procter & 
Gamble deliberately throws one of 
its products into direct competition 
with one of its own brands. But has 
P & G’s Fluffo all-purpose shortening 
merely taken business away from the 
old front-runner, Crisco? 

Crisco’s preference now stands at 
43.3%. But a year ago it was 56.7%. 

Fluffo, in the Milwaukee market 
less than a year, now ranks third with 
16.8%. So P & G’s two brands have 
increased the firm’s share of the mar- 
ket only slightly. Some of gain was 
made at Lever Brothers’ Spry’s ex- 
pense. Spry’s preference now stands 
at 24.4%. Last year it was 28.8% 
and in 1953 it was 34.9%. 

People are selective—even within a 
family of products. Lever’s Lux 


Liquid (in the can) now commands 
the preference by 23.1% of the sur- 
veyed Milwaukee families who buy 
products for dishes. This is up from 
14.2% in 1955. P & G’s Tide, which 
had a preference of 14.3% in 1955, 
is down to 12.0% in 1956. 

Tide is still the king of the deter- 
gents for household laundry. Current 
preference is 36.0%. Rinso is second 
with 10.7%. 

The canned beer picture in Mil- 
waukee appears to be relatively stable. 
Blatz, No. 1 in preference -with 
41.6% in 1953, went down in 1954 
to 35.7%, in 1955 to 35.6% and is 
now up to 37.5%. Schlitz is No. 2 
with 21.3% vs. 20.6% a year ago. 

Wouldn’t you like to be in the 
sweet position of Morton’s salt? The 
preference in the Greater Milwaukee 
area is a staggering 93.9%, up from 
§5.7% in 1948. 

Diamond Crystal, in the No. 2 
spot in 1948 with 6.3% has dropped 
tc No. 3, with only 1.6%, with 
Grandmother’s being the No. 2 with 
1.7%. 

The Journal’s Consumer Analysis 
Findings covers 60 items this year. 

Respondents were queried by mail, 
but they had to return answer in 
person. 

The End 


CIGARETS WITHOUT FILTER TIPS, MEN 


Per Cent Who 
Usually Buy Product 


Buyers 46.9% Buyers 


Brands Usually Bought 


Camels 28.1% 
Chesterfields .21.2 
Lucky Strikes .....18.1 
Old Golds ... 11.8 
Philip Morris . 6.4 


Camels 


More men have bought some cigarets within the past 12 
months than consider themselves regular cigaret buyers. 
Brand percentages of the three leaders vary only slightly, 
but a large disparity is noted in the case of one brand 
which is not filtered. Has it lost ground to filters? 


Per Cent Buying Product 
Within Past 12 Months 


Brands Bought Within 
Past 12 Months 


Chesterfields 
Lucky Strikes 
Pall Malls 
Old Golds ... 


.. 52.2% Buyers 


Winstons 
Viceroys .. 
L. & M. 
Old Golds 
Marlboros 


naires. 


Brands Usually Bought 


. 25.6% 


CIGARETS WITH FILTER TIPS, MEN 


Per Cent Who 
Usually Buy Product 


Per Cent Buying Product 
Within Past 12 Months 


Buyers 


Brands Bought Within 
Past 12 Months 


Viceroys : 23.8% 
.23.3 i ir 
.21.0 Ee 
. 13.4 ee 
Marlboros ......... 8.6 


This is one of the few cases where percentage of use is 
higher for the sample that had questions asked on a 
usually bought basis. The two jeaders are so close that 
they change position in the answers of the two question- 


SALES MANAGEMENT 


NEW 
PROOF! 


WHY = 


tem ” 
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new 28-page booklet points out 
why you belong in N.E.D. 


getting quality sales leads... locating new markets 
improving 


You'll want to take a new look at your advertising 
program when you've seen this convincing report ... marketing subordinate products... 


personal selling efforts ...and many more. 


on accomplishing objectives at Jow cost with N.E.D. 


It’s an eye-opening account of how to use N.E.D.’s 
industry-wide coverage and intense readership for 
surprising results on such diversified objectives as 


Over 70,000 COPIES (Total Distribution) 
210,000 READERS in over 42,800 PLANTS 


a 


A PENTON PUBLICATION 


NIBP 
1213 W. Third Street 
Cleveland 13, Ohio 


APRIL 15, 1956 


“Why You Belong” is just off the press! Bring 
yourself up to date on the jobs N.E.D. can do for 
your company by writing for a copy now. 
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Looks May Open the Doors 


But Salesmanship Keeps ‘em Ajar 


. .. meet the saleswoman who won a national distinguished 
salesman's award from National Sales Executives. She 
wears a red dress because she hates suits. But don't accuse 
her of trading on her femininity! She can really sell. 


Joan Greenwell doesn’t have any 
trouble getting a foot in the door. 
Even a purchasing agent isn’t likely 
to turn a cold shoulder to a caller 
who is 28, 5’ 4”, and has 115 pounds 
neatly packaged in a red dress and 
short coat. 

More important, she keeps the pur- 
chasing agent’s interest beyond the 
initial curiosity and eye-filling stages 
and, often enough, leaves with an 
order for a duplicating machine. 

Proof: She was one of 18 salesmen 
—and the only salesewoman—to win 
a national distinguished salesman’s 
award from National Sales Execu- 
tives, Inc. She did it the hard way, 
competing with men in a field where 
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there are 34 other brands of dupli- 
cating machines. 

Mrs. Greenwell—a widow—sells 
Thermo - Fax duplicating machines 
for Dictation-Systems, Inc., St. Paul. 
Thermo-Fax was developed by Min- 
nesota Mining & Manufacturing Co., 
St. Paul, to utilize sensitized paper 
3-MI produces, for duplicating work. 

She concedes that as something of 
a curiosity to buyers she can get 
through some doors that would at 
least delay salesmen. But after that 
initial stage “it’s how well you know 
your product and your field that 
makes the sale.” 

Her technique is to know, in ad- 
vance of the call, as much as possible 


about the company and its routine for 
handling paper work. 

Inside the purchasing agent’s office, 
she passes up the high-pressure selling 
job on the machines, gives a quick 
rundown on the application of the 
machines for that particular company, 
gives her reasons why use of the ma- 
chine would cut expense and routine. 

After the purchasing agent’s ques- 
tions have been answered, she at- 
tempts to expand the interview to in- 
clude the company executive whose 
department will benefit from use of 
the duplicating machines. 

“IT never have tried to by-pass a 
purchasing department,” she says, 
“but I’ve found them a lot of help in 
getting to the top executive whose 
staff is overburdened with paper rou- 
tine.” 


Makes Calls Back 


Once the sale is made, she con- 
siders her job just begun. She says 
it is “a grave responsibility” to a 
person making an equipment sale to 
check back time and again to see that 
everything is all right, that the ma- 
chine is being utilized fully. 

She watches what use one company 
makes of the machines and keeps a 
running check of her files to see 
whether other machine owners can 
utilize the same idea for speeding 
their office routine. 

That’s not only good servicing of 
accounts, but profitable: Her company 
also handles the paper used, and in- 
creased purchases add to her commis- 
sion. 

Mrs. Greenwell became a sales- 
woman partly from choice and partly 
from necessity. She had held office 
and secretarial jobs before and after 
her marriage, about nine years ago. 
When her husband was sent to Korea 
she took up personalized selling of 
silver to occupy her spare time and 
add to family income. Besides, she 
loves fine silver. 

When her husband was reported 
missing and presumed dead in Korea, 
she surveyed the situation, found she 
was doing well selling silver but that 
a full-time job would take too much 
time away from her daughter, now 
five. She knew business machines “‘be- 
cause I once had to get along with- 
out some we could have used,” and 
hunted up a company that could use 
her sales ability. 

When the company recently made 
her vice-president of its Duplicating 
Machine Division, it gave her two 
men assistants and a pay rate that 
will take her into five figures. 

The red dress? She just doesn’t like 
suits. 

The End 


SALES MANAGEMENT 


What men don’t understand 
about women’s sixth sense 


Fellow we know just came back from Des Moines with 
a curious tale. 

Seems his trip was to be a routine business trip, noth- 
ing more. Still, when he unpacked his gear, he found his 
wife had tucked in complete dinner clothes—because she 
“had a feeling” he’d need them. He smiled fondly at this 
bit of feminine frippery—until he found he’d been shang- 
haied into sitting on a speakers’ dais! 

Which reminds us of women who “just knew” their 
mates had forgotten to pay the ’phone bill...or who just 
“had a hunch” that the visiting V.I.P. liked curry... 


Whether such phenomena are coincidence or clairvoy- 
ance, they’re all totally baffling to men. 

Women, of course, have no trouble understanding such 
things. Nor does the magazine that thinks just like a 
woman—Ladies’ Home Journal. The Journal understands 
women intuitively, if you will. 

It is probably because the Journal understands so 
many women so well that the Journal is the No. 1 way 
to influence women. Which must be why advertisers in- 
vest more money in the Journal than in any other maga- 
zine edited for women. 


Never underestimate the power 
of the magazine that understands women... 


“JOURNAL... 


No. 1 in circulation, newsstand sales and advertising revenue among all magazines edited for women 
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WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 
and other sales literature useful to marketing executives. 


The Dallas-Ft. Worth Television 
Market: Market data and coverage 
map, published by Station WFAA- 
TV as a service to advertisers and 
their advertising agencies. It’s a 42- 
county market with an Effective Buy- 
ing Income of $3,477,072,000. Data 
cover increase in population in the 
WFAA-TV market area; retail sales 
in each of the 42 counties; population, 
number of families, buying income, 
retail sales, food, general merchandise, 
furniture (HH-R), automotive and 
drug sales in the State of Texas and 
in the WFAA-TV 42-county market 
area and percent of Texas total. Write 
to Charles E. Larkins, Sales Promo- 
tion Manager, WFAA-TV, 3000 
Harry Hines Blvd., Dallas, Tex. 


Marketing Data and Maps of the 
26 major markets of the West, the 
Northern California markets, the 
Sacramento 19-county market and the 
Sacramento Metropolitan Area, pub- 
lished by The Sacramento Bee. Data 
include population gain of the Sacra- 
mento Standard Metropolitan Area 
over 1950 and its retail sales gain over 
1948; number of women working in 
the 16 Standard Metropolitan Areas 
of the West; major markets of the 
West as defined by the U.S. Depart 
ment of Commerce; Northern Cali- 
fornia markets; the Sacramento 19- 
market; wholesaler distribu 
tion to the Sacramento 19-county mar- 


ket. Write to Franklin C. McPeak. 


county 


Public Relations Director, McClatchy 
Newspapers, Sacramento 4, Cal. 


The Story Behind the Adver- 
tiser's Dollar: Reprint of an ad- 
dress by Henry G. Little, president 
and chairman of the board, Campbell- 
Ewald Co., Detroit, and chairman of 
the board, American Association of 
Advertising Agencies, delivered at the 
A.A.A.A. Regional Conventions and 
at the Annual A.A.A.A. Day, 
Minneapolis Advertising Club. In it, 
Little makes it possible to take a fresh 
look at advertising agencies: their de- 
velopment since the turn of the cen- 
tury in broadening their services to 
develop advertisers and make adver- 
tising more efficient in this new age 
of distribution. He explains how it is 
now possible to plan advertising more 
intelligently than it was 25 or more 
years ago through a tripartite relation- 
ship which concerns advertisers, media 
and agencies alike. He maintains that 
any organization’s obligations work 
both ways: not only to those they 
sell but to all suppliers as well. For 
example, he points out that “over 
on the business management side of 
agency business, and in our research 
lepartments and in our TV and radio 
departments and, yes, even in our 
production departments, we are creat- 
ing a far greater awareness of our 
true relationship with and our obli- 
gations to all suppliers than we have 
heretofore.” Advertising, he points 
out, is being made more productive 


the standard group of outdoor advertising companies 


TIL 
THEA 


SSseaest 


ask your advertising 
agency about 
outdoor advertising 


through such facilities as the Maga- 
zine Advertising Bureau, the Radio 
Advertising Bureau, the Television 
Bureau of Advertising, Outdoor Ad- 
vertising, Inc., and the Bureau of 
Advertising of the A.N.P.A. ; through 
print media that support the audit 
bureaus which make it possible for 
agencies to know that their clients 
are getting what they pay for in terms 
of circulation; through codes and 
standards of advertising content; 
through media cooperation in projects 
such as the Advertising Research 
Foundation, continuing studies of 
readership, surveys of listening habits, 
and many other facilities. Write to 
Henry G. Little, President and Chair- 
man of the Board, Campbell-Ewald 
Co., General Motors Bldg., Detroit 
2, Mich. 


The Story of CBS Television in 
Milwaukee: Published by WXIX, 
the Milwaukee station for the CBS 
Television Network, it reviews the 
first year of CBS Television’s owner- 
ship and operation of Channel 19 
America’s first network-owned UHF 
television station. It goes behind the 
scenes with WXIX_ personnel—net- 
work salesmen throughout the coun- 
try, the program director and his staff, 
the trafic department staff and many 
others. ‘There is also a section devoted 
to the Department of Public Affairs 
covering new concepts of a television 
station’s obligation to the community 
to inspire new heights in local public 
service programming. Write. to Ed 
mund C. Bunker, General Manager 
Television Station WXIX, Milwau- 
kee, Wis. 


How Tape Recordings Are Being 
Used: Booklet from Minnesota Min- 
ing & Manufacturing Co., which 
describes the ways tape recordings are 
used in business and industry, in 
homes, in schools and in churches. In 
business and industry, for example, 
they are being used to improve speech 
to record messages to be broadcast 
over public address systems, to dictate 
correspondence or technical informa- 
tion, to provide sound for slides, film- 
strips and movies, for sales training 
and sales promotion, for recording 
sales messages to be sent out to sales- 
men in the field, for use as a “sound”’ 
research tool in industry to measure 
noise levels, etc. Included are six tips 
on how to make better recordings ; in- 
structions in how to make tight, noise 
free splices ; information about editing 
and timing, reel identification and 
length of recording time. Write to 
Business Division, Minnesota Mining 
& Manufacturing Co., 900 Fauquier 
St., Dept. FV-36 St. Paul 6, Minn. 
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In Chicago 


IT TAKES 2! 


YES, TWO NEWSPAPERS TO DO THE JOB 


J 


2 


In the booming Chicago market, no 
one daily newspaper reaches as much 
as half the people. It takes two, the 
Sun-Times plus another paper, to give 
you maximum coverage. No two-paper 
combination without the Sun-Times 
will give you as much. 

And, if you are selling your product 
to a young market, you will reach more 
Chicago housewives under 45 with the 
Sun-Times alone than with any other 
paper. 


CHICAGO 


SUN-TIMES 


NEWSPAPER OF THE NEW CHICAGO! 
Growing with Chicago — the new Sun-Times building. 211 W. Wacker Drive, Chicago 250 Park Avenue, New York 
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These packages retired... 


Step by step, 


brown superfine 


How Spreckels Planned and Developed 
A Stronger Family of Packages 


The problem: Sugar is a staple. Can we build into its con- 


tainer elements of attention-value, message-interest, and 


convenience-in-use that will give shoppers the impulse to 


select our brand in preference to our competitor's? 


Today—April 15—Spreckels Sugar 
Co., San Francisco, is announcing the 
repackaging of its line. 

Why does a company with an ap- 
parently adequate package choose to 
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redesign? What does it aim to 
achieve? How does it organize and 
carry through a redesign program? 
How integrate the new packages with 
advertising and promotion? Sates 


MANAGEMENT has gone behind the 
scenes to provide the answers to these 
questions and to present the case his- 
tory of the development of the new 
Spreckels packages pictured on these 
pages. 

The first question is answered by 
William H. Ottey, Spreckels’ vice- 
president: “We recognize the impor- 
tance of superior package design in 
helping to win the competitive battle 
of the self-service shelf.” 

After the decision to seek a new 
package for its line of five different 
types of sugar, first step was to retain 


SALES MANAGEMENT. 


the services of a design organization, 
Walter Landor and Associates. The 
assignment, in general terms: ‘“To de- 
velop a sugar package which would 
quickly and clearly convey to the con- 
sumer a feeling of quality . . . to find 
a design adaptable to the entire line, 
including all forms of cartons, pock- 
ets, shipping cases, and other kinds of 
visual identification.” 

The details were spelled out at a 
group meeting between Spreckels sales 
and advertising executives; an exec 
utive from BBDO, the company’s ad- 
vertising agency, and Landor and 
members of his staff. (see photograph, 
right) After examination of the his- 
tory of the product, a look at the 
market, and an analysis of competitive 
products and their packages, these five 
objectives were tabulated as a plat- 
form for the redesign program: 


1. To develop a package which 
would create an attention-getting mass 
pattern when stacked on the retail 
shelf. 

2. To inject into the package a 
strong visual “sales personality” 
which would be forceful enough to 
enable the consumer to recognize the 
Spreckel’s brand at first glance with- 
out actually having to read the name. 


3. To create a design that would 
reproduce well in all forms of adver- 
tising and promotional medic. 


4. To use package areas not re- 
quired for brand identification to 
stimulate consumer interest and build 
good will for the Spreckels brand by 
being helpful rather than “promo- 
tional.” 


5. To provide a package that would 
at all times /oof like a sugar package. 


One somewhat knotty problem en- 


countered was that of dealing pack- 
age-wise with five different types of 


sugar. Two of the sugars—Superfine, 
an instant sugar, and Powdered — 
were new improved sugars and had 
to be promoted as such. In addition to 
these there were the older sugars 

dark brown, light brown, and granu- 
lated—already well-known to con- 


sumers 


*Around the table (1 to r): Walter 
Landor, consulting package designer; 
Charlton Johnson, sales manager for 
Spreckels; David Leary, advertising man- 
ager; Don Short, studio director, Walter 
Landor & Associates; William Ottey, 
Spreckels v-p; C. J. Schuepbach, assistant 
to Spreckels sm; Christy Allen, v-p, 
BBDO, Spreckels’ agency. 
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THE KICK-OFF. Much of the success of a package redesign project 
hinges upon a clear definition of objectives and a well-organized dossier 
of facts about the product, its markets and its competitive situation. Those 
subjects formed the agenda of the first group meeting.* 


SKETCH, CRITICIZE, RE-SKETCH: Good package design is a business of 
infinite pains with detail. In the Landor studios, more than 50 different 
logotype treatments of the double-S symbol were worked out before the 
final version was approved. 


Spreckels package story continues on page 108 


Spreckels—con't. 


THEN CAME THE TESTS: De- 
signs considered best were first 
tested against each other, then 
against competition, in the retail 
store in the actual environment 
in which the package becomes the 
only salesman the consumer ever 
sees. Designers tested their own 
packages, got the “feel” of per- 
sonal reactions that might have 
been lost if reported by an outside 
investigator. 


REAPPRAISAL: Designers review test scores on CLIENT’S OKAY on new design (see photograph 
rough sketches. Study of test results frequently page 106) sets off conferences between Landor, 
suggests revisions, may even reactivate ideas Spreckels executives, and package suppliers. They 
discarded at some earlier point. watch every step of the production process. 


ty 
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“NOW THAT WE HAVE IT, what can we do to exploit it?” Christy Allen, v-p, BBDO; William Ottey, 
v-p, Spreckels; Chariton Johnson, sm, and Landor review first of the new packages to come from the 
plant. Question: how best to advertise and promote the new designs. (Spreckels story continues, pg. 110) 
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YOU GAN BE A 


BETTER SPEAKER 
IMMEDIATELY 
WITH THE NEW 
UNDERWOOD 
TELEXECUTIVE 


hy TelePrompTer” 


You don’t need 10 lessons... 
Underwood TelExecutive will make you a smoother, 
more relaxed speaker overnight. 

The new Underwood TelExecutive is designed espe- 
cially for businessmen. It ends the chore of memoriz- 
ing a speech, and eliminates the fear of forgetting 
your lines. You look right at your audience, concen- 
trating all your attention on getting your message 


across. You’re more poised and confdent, because 


or even one! The new 


you know your speech is there in front of you in large 
easy-to-read type. 

Mail the coupon below for a colorful free brochure on 
the new Underwood TelExecutive, or a personal dem- 
onstration in your own office, at no obligation. Mail 
it today to: Underwood Corporation, One Park 
Avenue, New York 16, N. Y. 


COLORFUL FREE BROCHURE — MAIL COUPON TODAY! 


The TelExecutive comes in a beautiful 

leather dispatch case. It is smaller in size and much lighter 
than a portable typewriter. It p'ugs into an ordinary elec- 
trical outlet, and may be used on a desk, table, or lectern. 
Your audience usually doesn’t even know it’s there. 


UNDERWOOD CORPORATION 


One Park Avenue, New York 16, N. Y. 
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a 

Underwood Corporation 
One Park Avenue 

New York 16, N. Y. 


Gentlemen 


Please 


the TelExecutive in my offic 
o call for an appointment would be: 


Name. 


Title 


Company 


Address 


City Zone State 


SM-4 
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J 
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Spreckels—con't. 


extra fine 


NEW DRESS FOR BAGS: Since sugar pockets are often stacked at all angles, designers used identification 
symbol on all sides. Color scheme is red and blue and white. Old bag appears at right. 


To solve this problem and to cre- 
ate a design that would “stand up” 
against competition, an identifying 
“S” symbol (for both Spreckels and 
Sugar) was devised and linked up 
with a system of color relationships. 
The function of the hourglass symbol 
was to maintain family resemblance. 
The various color combinations were 
utilized to suggest the kind of sugar 
in the package. 

Colors are soft, patterns generally 
have feminine feeling: ‘designed to 
be gay and appealing to women, some- 
thing nice to have around the kit- 
chen.” 

The desired effect was achieved in 
the package for the new powdered 
sugar, for example, by the use of white 
line drawings against a pink back- 
ground, with one major use suggested 
(frostings) by the candle-lit birthday 
cake in the background. On the pack- 
age for the light brown sugar, full- 
color vignettes suggesting tempting 
uses stand out on the front and side 
panels. 

Although there is lavish use of 
color on all packages, white is domi- 
nant. It was agreed that women ex- 
pect a sugar package to be predomi- 
nantly white. Special messages on ban- 
ner overlays were employed to focus 
attention on the two sugars that are 
new improved products. 

Since convenience plays an impor- 
tant part in repeat purchases by house- 
wives, one element in the design fo- 
cuses attention on “easy to open and 
close.” A tiny arrow at the top of 
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PLUS FOR THE GROCER: (Left) Provision of “price-spot” on top of new 
package makes price marking easy. (Right) Shipping cases were integrated 
into the design program. They embody an “easy-open” feature which is a 


time- and energy-saver for the retailer. 


the package runs over the edge to a 
thumb tab on the front face. 
Spreckels’ sales personnel observe 
with approval that every inch of space 
available on each package has been 
made to work. The back panel demaoi 
strates how design can stimulate in- 
terest in multiple messages, even 
though these messages are com- 
pressed into a small area. Recipe sug- 
gestions, neat and readable, each have 
a private corner, do not steal atten- 
tion from each other. Side panels are 
conceived as extensions of the front 
panel in recognition of the-importance 
of an angular view of the package in 
use. Reference to other Spreckels 
sugars, with brief copy, is placed on 


the sides along with the new trade- 
mark. 

Before any designing was under- 
taken, there was a period of consumer 
research and an intensive study of the 
problems inherent in the retail mer- 
chandising of sugar. Later, when pre- 
liminary designs were developed, shop- 
pers were interviewed in retail stores 
for reactions and preferences. 

To integrate the new designs with 
advertising, promotional and merchan- 
dising media, BBDO has adapted the 
dominant feature of the new package 
and its symbols to newspaper, maga- 
zine and trade advertising, to point- 
of-purchase materials and to outdoor 
boards. The End 
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he Sure to SELL SYRACUSE 


.-.and the 15-county 
SYRACUSE MARKET 


Sates MANAGEMENT has ranked Syracuse as the nation’s 
No. 1 Test Market, affer an audit of the test operations 
of 503 national advertisers over a nine-year 

period. That's authentic research. Here's something 
else authentic: The Syracuse Newspapers deliver 

100°. saturation coverage of metropolitan 

Syracuse . . plus effective circulation 

in 14 surrounding counties. 


If you want to sell Syracuse and the rest of 
Central New York, where 1.3 million 
people spend $1.9 billion a year... 
you can't buy any other combination 

of media that will do a comparable 

job at a comparable cost. 


Onondaga 
SYRACUSE 


ABC CITY ZONE 
[ Retail Trading Zone 


Balance of 15-County 
Syracuse Market 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN ye THE POST-STANDARD 


Evening Sunday Morning & Sunday 


NEW YORK STATE CIRCULATION: Combined Daily 228,754 nday Herald-America andard 
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How would you describe Better Homes & Gardens? 


it'sa contest...for advertisers and agency people only! 


$°10,000 
“It'sa’ Contest... 


it’sa Woman's 
magazine! 


It’sa Building 
“ magazine! 
it’sa Home Service 
magazine! : 
it’sa Mass Circulation 


7” magazine! 
It’sa Food r 


magazine! 
' 
' 


i 

4 
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. Se /<_it’sa Specialized 
~ magazine! 
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Remember the story of the 6 blindmen? One felt an elephant’s side and cried, “It’sa wall!’’ Another 
touched the tail and said, “‘It’sa rope”. Each of the six blindmen touched a different part of the elephant and 
each was sure his description was correct, and complete. MORAL: You can be partly right and still be all wrong! 


Just give us your idea of what 
Better Homes & Gardens is and does... 


If you try to describe BH&G piecemeal, as the blindmen 
did the elephant, you may come out wrong. For instance, 
you might say BH&G is a woman’s magazine, since it 
has an audience of over 8 million housewives. But you’d 
only be partly right because nearly half of BH&G’s 
readers are men! BH&G is a “big buy”’ in so many ways 
that it’s hard to describe. 

You may win up to $3000 in merchandise just for giving 
us your ideas about BH&G—what it is and what it does 
for its advertisers, via its readers. Say anything you like 
——we won’t quote you. It’s not the purpose of this contest 
to get your thoughts for a testimonial. 

There’s no law against calling your local BH&G 
representative if you have any questions you’d like to 
ask about the Big Buy in magazines. 


The “Big Buy” in magazines is... 


$10,000 IN PRIZES YOU CHOOSE YOURSELF 
from the pages of BH&G! 

FIRST PRIZE 

SECOND PRIZE 

3 THIRD PRIZES, each 


PLUS A FREE GIFT FOR EVERYONE WHO ENTERS! 


How it works: If you win, you may choose any advertised 
item or items with a total retail cost that’s up to the amount 
of your prize from any 1956 issue of BH&G. All prizes must be 
selected by December 31, 1956. 


Ste ophoele page 
We Pe Genny bak,» 
Better Homes & Gardens 


Meredith Publishing Company, Des Moines 3, lowa 
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Salesmen's Actions Which Annoy Buyers 


Enter BH&aGs 
*40,000 Contest... 


FOR ADVERTISING AND 
AGENCY PEOPLE ONLY! 


By Charles L. Lapp, Ph.D., 


Professor of Marketing, Washington University, St. Louis 


Scratching their heads. 
Running their hands or comb through their hair. 
Screwing at an ear. 


Raising eyebrows (1) in a supercilious manner, (2) with a question- 


ing look. 


Shifting their eyes from one thing to another while talking. 
Chewing on a toothpick, match or cigar. 

Putting on and taking off their glasses. 

Picking their noses or teeth. 

Allowing their eyes to wander for a look at private papers. 
Sitting down without being asked to. 

Coughing or cleaning their throats periodically. 

Chewing gum vigorously. 

Humming while writing an order. 

Interrupting the buyer before he says what he wants to say. 
Blowing cigaret or cigar smoke in the buyer’s face. 

Rubbing a hand up and down a cheekbone. 

Adjusting and readjusting their ties. 

Fumbling with a lapel pin. 

Fingering a card or paper. 

Buttoning or unbuttoning their coats. 

Picking lint from their suits or buyer’s suit. 

Cracking their knuckles. 

Cleaning their fingernails. 

Slapping their order books or some thing else again and again. 
Doodling with a pencil or pen. 

Pushing their hands in and out of pockets. 

Picking up and putting down things on a desk. 

Swinging a watch chain around and around. 

Pointing at something continually. 

Hitching at their pants. 

Jingling coins in their pockets. 

Shuffling through brief cases continually looking for something. 
Pacing around while talking. 

Draping themselves over a chair. 

Swinging about in a chair. 

Scowling when they don’t get an order. 

Bumming cigarets. 

Flirting with secretaries and other women employes. 

Going around with a toothpick or match in their mouths. 


Pointing at something continually (sometimes even with the chewed 


end of a cigar). 
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Putting hand in front of their mouths while talking. 

Smiling until you wonder if a salesman can ever look serious. 
Pushing themselves right up into your face while talking. 

Using telephone or other such facilities without asking permission. 
Parking in no-parking areas or in a private parking place. 

Banging doors when they enter or leave. 

Coughing without covering their mouths. 

Taking a look at merchandise in inventory without asking permission. 
Butting in when you are talking to someone else. The End 
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120 PRIZES TO WIN! 

FOLLOW THESE EASY RULES: 
1. Type your entry on your company 
letterhead. Tell us what kind of a maga- 
zine you think BH&G is, and what it does 
for its readers and advertisers. For in- 
stance, you might say: “‘It’s a big buy for 
advertisers because it’s a magazine that 
generates action from men and women 
who are able to buy and want to buy any- 
thing that contributes to better and 
happier living.’”’ Use as many words as 
you need, 
2. Attach an official entry blank (the one 
below or a reasonable facsimile) to your 
entry. Be sure to fill in your name, firm 
name, and address. Contest closes May 15. 
3. Entries will be judged on aptness, pene- 
tration and interest. Judges’ decision will 
be final. Duplicate prizes in case of ties. 
Entries become the property of Meredith 
Publishing Co. and no entries will be re- 
turned. Your statements may be used, 
but never your name. 
4. Contest is limited to national advertisers 
and advertising agency personnel. Em- 
ployees of the Meredith Publishing Co., 
J. Walter Thompson Co., or their families, 
may not compete. 


(Cut out and attach to your entry) 


OFFICIAL ENTRY BLANK 


...everyone who sends in an entry will receive an 
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THE SPONSOR LINE-UP ON OPENING DAY 


Sponsor Payments 
for TV, Radio Rights 
1953 1956 


1956 TV 
Sponsors 


Attendance 
1955 


Teem Record 


Schaefer 


Brooklyn Dodgers Lucky Strike 


$400,000 $750,000 1,807,526 ('47) 1,033,589 


Milwaukee Braves 2,131,388 ('54) 


1,430,586 ('49) — 


2,005,836 _| 
849.130 


St. Louis Cardinals Budweiser __10,000 100,000 


Atlantic Refining 
Ballantine 
Phillies Cigars 
Tasty Baking 


4 Ruppert Beer 


Philadelphia Phillies 150,000 300,000 1,217,035 ('50) 922,886 


New York Giants 375,000 600,000 1,600,793 ('47) | 825,202 | 


Hudepohl Beer 


Cincinnati etttindl “Ford Dealers 200,000 690,963 


Chicago Cubs 


100,000 981,443 ('39) 


— —+} 


1,485,166 ('29) 


Hamm's Beer 


Oklahoma Oil 150,000 


200,000 


NATIONAL LEAGUE 


Pittsburgh Pirates 477,277 


7,680,683 


1,517,058 ('48) 
12,170,995 


10,000 
$1,195,000 


League Totals $2,150,000 


Ballantine 
Camel 
Winston 


New York Yankees $750,000 2,373,901 ('48) 1,490,736 


— 


Carling Beer 1,221,720 


Standard Oil (Ohio) 
Oklahoma Oil 
Hamm's Beer 


Cleveland Indians 2,620,627 ('48) 


1,328,234 ('51) 


Chicago White Sox 


350,000 


250,000 1,175,785 


Atlantic Refining 
Chesterfield 
Narragansett Beer 


Boston Red Sox 300,000 1,596,650 ('49) 1,203,028 


Washington Nationals National Beer 273,500 } 1,027,216 (46) | ¥ 425,857 _| 


Baltimore Orioles National Beer 230,000 1,060,910 ('54) 


1,952,478 ('50) 


852,039 


1,181,846 


(St. Louis) 
375,000 


Speedway Petroleum 


Detroit Tigers Gaskiat Geos 


300,000 


200,000 
(Philadelphia) 


$2,172,000 
$3,367,000 


Kansas City Athletics 


1,393,054 ('55) 1,393,054 


AMERICAN LEAGUE 


League Totals $2,453,500 


$4,603,500 


13,353,070 8,944,065 


Combined League Totals 25,524,065 | 16,624,748 


Nevertheless, there are two brewers 
among the new TV sponsors this sea- 
son. Jacob Ruppert will spend more 
than $1,000,000 on broadcasts and 
promotion of New York Giant games. 
When Col. Ruppert owned the New 
York Yankees, he did not advertise 
his own beer in the ball park. Today’s 
managers of the firm’s Knickerbocker 
brand are telling retailers, “Beer and 
baseball go _ together.’”’ Hudepohl 
Brewing Co., cosponsor of the Cin- 
cinnati Redlegs is the other newcomer. 

This discrepancy suggests that the 
sponsors’ picture of the fan may have 
other provocative aspects. The At- 
lantic Refining Co. seems convinced 


Sponsors Still Like Baseball 


This season sponsors will pay out more for TV-radio rights 
to major league games as they gamble that interest in the 
game remains high, despite lagging ballpark attendance. 
New sponsors: Ruppert's Knickerbocker beer and Camels. 


BY GRANT JEFFERY 


When the umpires call “Play 
ball!” on April 17, the fans in the 
stands of American and National 
League teams will be sipping their 
preferred beverage — orange soda — 
but presumably the fans at home will 
be drinking beer. 

This year, as last, beer sponsors will 
predominate. Of the 16 major league 
teams, 13 will be sponsored on televis- 
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ion, and each will have a beer spon- 
sor. But no team has a soft drink 
sponsor, and there has been none since 
Pittsburgh Coca-Cola bottlers co- 
sponsored 1953 Pirate games. 

Among the sodas, which “far out- 
sell beer at ball games,” according to 
caterer Harry M. Stevens, colas rank 
next to orange in favor. Root beer 
places third. 


that he is a motorist. It sponsors half 
the six teams with games broadcast by 
oil companies. Tobacco teams see 
enough smokers among the fans to 
warrant sponsorship of four teams. A 
baking company and Cincinnati Ford 
dealers round out the list. 
Twenty-six major league games, in- 
cluding two spring training bouts, will 
be presented on “Baseball Game of the 
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“Our Pattern Is MICHIGAN FARMER,” 


says Lee Talladay, Washtenaw County, Michigan 


Michigan farmers know that practices published 
in MICHIGAN FARMER are applicable—and profit- 
able! MICHIGAN FARMER is edited by men fully 
familiar with the capabilities of Michigan farms... 
with the needs and interests of the families oper- 
ating them. 

That’s why this localized farm paper is so thor- 
oughly read . . . ranks first in 4 out of 5 Michigan 
farm homes. 


Strong, statewide coverage makes MICHIGAN 
FARMER the logical choice for your selling message. 
What’s more, Michigan farmers are dig buyers... 
steady buyers. Unusually broad diversification 
(greater than in any other state) makes every month 
a “big money” month... 
third state in farm income. 


Yes, MICHIGAN FARMER offers the quick, low- 


makes Michigan a top- 


1956 


cost way to reach this rich farm market. It’s distrib- 
uted twice monthly, roto-printed to save you the cost 
of plates. So are THE OHIO FARMER and PENN- 
SYLVANIA FARMER, serving states with similar farm 
income patterns—dig and steady! Get the full story— 
write 1010 Rockwell Avenue, Cleveland 14, Ohio. 


Michigan 


East Lansing, Michigan 


PENNSYLVANIA FARMER=Harrisburg, Pennsylvania 
THE OHIO FARMER—Cleveland, Ohio 


on every call with every one of your men with 


fr PORT-A-VIEW 


the self-contained projector, slide changer and screen 


YOUR SELLING MESSAGE — as you would deliver it 

— step-by-step, dramatically, in vivid color. Makes the 

tough “first” calls a cinch — opens doors for repeat visits. 

$54.95. Carry case — $14.95. Quantity discounts. 
30-DAY FREE TRIAL 


Test PORT-A-VIEW for new selling impact. Write for 
a one-month trial without obligation to your company. 


THE FR CORPORATION «© 951 Brook Ave., N.Y. 51, N.Y. 


LEADING FOOD 
CHAINS 
CAN’T BE 
WRONG! 


In the 8-county Buffalo market, 3 large 
chains do the bulk of $451,189,000 an- 
nual grocery business. 52% of their 
advertising appears in the Courier- 
Express! And it’s run Thursday morn- 
ings...the frst announcement of their 
specials and prices for the week-end. 

The proven power of the Courier- 
Express in moving goods to pantry 
shelves and refrigerators is closely 
associated with outstanding food and 
women’s feature pages which appear 
every day in the year. The Courier- 
Express conditions women’s minds to 
be receptive to your products. 

Use it daily to get more advertising 
for your dollar concentrated on those 
with more money to spend among the 
458,000 families in Western New 
York. Use the Sunday Courier-Express 
for maximum coverage. It is the 
state’s largest newspaper outside of 
Manhattan. 


ROP COLOR available daily 
and Sunday. 


BUFFALO COURIER-EXPRESS 


REPRESENTATIVES: SCOLARO, MEEKER & SCOTT 


Paciric Coast: DoyLs & HAWLEY 


Week.” as a Saturday afternoon CBS 
network program. Falstaff Brewing 
Corp., sponsor for the fourth consecu- 
tive year, will be joined for the first 
time by American Safety Razor Corp., 
makers of Gem razors and blades. 
Perhaps the biggest buyer of baseball, 
Gillette Safety Razor Co., will spon- 
sor the World Series and the All- 
Star game. For rights alone, the firm 
has paid $925,000 annually to the 
majors and $125,000 to the All-Stars. 
Its six-year contract expires at the 
end of the 1956 season. 


TV time, costs up 


Despite the three holdouts, tele 
vision will mean more to baseball this 
year than ever before. Some 860 
games will be telecast—45 more than 
in 1955. For rights alone, the 13 co- 
operating teams will split $6.2 mil- 
lion plunked down by some 22 spon- 
sors. For time, talent and facilities 
these firms will devote another $6 
million to reach this segment of the 
male market. Regional advertisers will 
follow up with some $14 million more 
for pre-game and post-game TV. The 
total: $26.2 million. 

At first glance, it would seem that 
these companies have picked a par- 
ticularly opinionated audience to sell. 
Baseball is the only big business in 
which, for the price of admission, the 
fan can “operate” a million-dollar in- 
vestment for a day. Anyone with the 
voice to make his views known can be 
a bleacher manager. 

Traditionally, the average fan is 
either verv hot or very cold for his 
favorites. He will rarely admit that 
he doesn’t know his stuff. If this is 
the unreceptive soul with whom the 
sponsors hope to do business, their 
idea may be that once his loyalty is 
won he will be unresponsive to the 
blandishments of other brands. 

In the tobacco category the peren- 
nial snonsors Lucky Strike and Ches- 
terfield cigarets and Phillies cigars 
will be back for the 1956 season. With 
cosponsorship of the New York 
Yankees, Camel cigarets takes its ini- 
tial swing at baseball. It is noteworthy 
that the firms selecting the ball 
fan as their target do not present 
long, involved sales propositions, de- 
spite the rooters’ propensity for mull- 
ing over facts and figures. 

Clubs that are pennant contenders 
develop rabid supporters. This is a 
gamble which Ruppert is taking with 
its solo broadcasting of Giants’ games 
in its initial year as a sponsor. No 
artificial stimuli will interest the fans 
in a second-division loser. Products 
closely associated through sponsorship 
might be expected to share teams’ ups 
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and downs. One feature of the 
brewers’ participation — although it 
would also hold true for the strangely 
disinterested soft drink firms—is that 
the baseball season coincides with peak 
beer consumption. Demand for oil 
company products is similarly spurred 
by vacationists. Paradoxically, Atlan- 
tic, Standard Oil Co. (Ohio), Speed- 
way Petroleum Corp. and Oklahoma 
Motor Oil Co. may have a hard time 
reaching their best consumers and 
prospects by TV in good driving 
weather. 

Although there is no substance to 
the feeling, “It’s what’s in the jigger 
makes him bigger,” prestige tie-ins are 
valuable. ¥ et they seem to be less 
frequent in baseball sponsorship than 
in other program categories. ‘There is 
hardly a field in which the stars are 
less apt to mingle in ordinary society, 
sporting a Gem shave or powered by 
the sponsor’s gasoline. Even though he 
indulges in nothing stronger than the 
fan’s favorite orange soda, the big 
leaguer who has the temerity to enter 
a night club invites savage criticism. 
The stars shun public life on the road 
as well as in their home cities. 


“Players resemble beer" 


That automobile dealer sponsorship 
of ball games has been confined to 
Fords and Chevrolets attests the say- 
ing that the spectator of a ball game 
is usually a spectator in the business 
world as well. There was a time when 
clerks whose grandmothers had died 
were likely to be seen by their bosses 
at the ball park. Now the employers 
would rather discuss their own indif- 
ferent golf scores than those of the 
public athletes. 

Perhaps the closest Ruppert ever 
came in print to the _ beer-baseball 
tie-in promoted by his successors was 
in an exchange with Dan Parker of 
the New York Daily Mirror. At the 
mention that Blue Ribbon players 
were holding out on him, the colonel 
replied, ‘““Why plug that Milwaukee 
beer!” 

“Well, Gehrig and DiMaggio 
aren't Busch leaguers,” Parker re- 
joined. 

Ruppert came back with, “Just be- 
cause they are at ‘lagerheads’ with me 
is no reason to drag in the beer busi- 
ness.’ But he agreed that “a ball 
player and a glass of beer aren’t so dis- 
similar. They both come in the draft, 
they usually have a big head, and for 
you to get a kick out of them, they 
have to be in the .400 class; not for- 
getting they’re full of bad hops, and 
will go stale on you if you leave them 
standing around.” 

The End 
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sales effort 
as productive 
as it could be 
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FREIGHT 
TRANSPORTATION SERVICE 


Perhaps it’s never occurred to you, but iransportation is one 
of the most important aspects of your selling effort. Rich new 
markets . . . sales-controlled inventories . .. lowered warehous- 
ing costs... and, above all, fast customer service are available 
to the sales manager who appreciates this fact and is willing to 


invest the time to do something about it. 


Consult with your traffic manager or your nearest Spector rep- 
resentative. He’ll welcome the opportunity to show you how 
Spector’s broad authority, modern, versatile fleet and advanced 
“sales-engineered” methods can help make your merchandising 


and distribution program pay bigger dividends. 


Ley States Custom SPECTOR FREIGHT SYSTEM, INC. 


Carrier 


General Offices: 3100 S. Wolcott Avenue, Chicage 8 
TERMINALS IN: 

Baltimore-Washington * Boston * Bridgeport * Chicago 
Decatur * Indianapolis * Milwavkee * Newark * New 
Britain * New York * Peoria * Philadelphia * Providence 
St. Lovis * Springfield (Mass.) * Worcester 
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How businessmen can—and do—sell Congress without using bribes or threats 


Just because a Senate committee, 
that of Sen. Walter F. George 
(D.,Ga.), recently said some nasty 
things about the natural gas lobby, 
you needn’t fear to tell Congress 
what you think. Nor should you be 
deterred when, in the next few weeks, 
Sen. John L. McClellan (D.,Ark.) 
opens his general 
lobbyists. 

To lobby effectively you needn’t 
contribute a nickel or promise a single 
vote to anybody’s election campaign 
—a la the gas crowd. By merely pre- 
senting your case you can sometimes 
persuade loyal Senators to desert the 
apparent interests of their own states. 

The Cuban sugar industry did no 
more than that and, against attacks 
by American growers in 23 states, 
kept much of its share in the Ameri- 
can market. This February, the Sen- 
ate passed a sugar bill, which clinches 
the case for lobbying by argument. 
The sugar quotas are now being set 
precisely in conferences between Sen- 
ate and House committees to har- 
monize bills passed on both sides of 
the Capitol. 

One result of the McClellan in- 
vestigation will be to give Senators 
and lobbyists worse reputations than 
they deserve. Newspaper space will 
go to those who promise or threaten 
extravagant political gifts, or who di- 
rect the bombardment of Congress by 
mail, telegraph, telephone. Many of 
the lobbyists, indeed, are experts in 
such bombardment. They organize 
their letter writers and then, with 
exact timing, focus the written de- 
mands first on committee members 
handling the legislation and then, as 
bills reach the floor, on those Con- 
gressmen who haven’t yet surrendered 
but might. It’s an old game, which 
Congressmen and Senators respond to 


investigation of 


Not So Big, Bad Lobbyists 


BY JEROME SHOENFELD * Washington Editor 


however clearly they see through it. 

Yet, members of Congress listen 
carefully to lobbyists bearing no gifts, 
promising or threatening nothing and 
punishing nobody with overdoses of 
enlightenment from the so-called 
grass-roots. A lobby may offer noth- 
ing but argument and statistics and 
still get by. 

For example: 

Sugar is supplied under quotas: so 
much from the United States, so much 
from Cuba, from Mexico, etc. Dur- 
ing the past two years, American 
growers tried to get both the Admini- 
stration and Congress to shift much 
of the Cuban share to themselves. 
Skillful resistance has resulted in 
Cuba’s keeping not all but a good deal 
of what she had. 


Why Cubans Won 


As the sugar fight opened on Capi- 
tol Hill January 3, with the as- 
sembling of Congress, Cuba’s chances 
looked woefully slim. All the advan- 
tages lay with her opponents: 

For farmers to grow more sugar 
instead of the crops that jam Gov- 
ernment warehouses, it seemed quite 
obvious, would alleviate both their 
own hardships and those of the De- 
partment of Agriculture. 

American growers, who had out- 
produced their quota, had a surplus 
to dispose of ; Cuba stood in the way. 

The 23 sugar states are represented 
in Washington by 46 Senators and 
208 out of 405 Representatives; in 
Cuba there was not even a single 
voter to write to his Congressman. 
Moreover, most of the Senators who 
champion foreign countries come from 
sugar-growing states. 

Finally, the quota system is so com- 
plicated that even among Senators 


and Representatives only a few spe- 
cialists understand it; to argue about 
it requires boresome explanations. 
This assures general indifference as a 
few numbers and punctuation marks 
in the statute are changed. 

Whether for an industry, a moral 
cause, a labor union or anything else, 
the first step in lobbying is to hire 
professionals. The United States 
Sugar Council, representing Ameri- 
can-owned plants in Cuba, had al- 
ready hired Sherlock Davis, a well- 
known Washington lawyer. In the 
summer of 1954, the Cuban Mill 
Owners and Planters Associations re- 
tained George Ball of the Washing- 
ton law firm, Cleary, Gottlieb, 
Friendly and Ball, and campaign 
worker for Adlai Stevenson. In Cuba 
the two groups fight each other, but 
not in Washington where they jointly 
hired Samuel E. Stavisky, once on the 
staff of The Washington Post, and 
Times Herald, to do their’ press- 
agenting. 

What had to be done was clear 
from the sponsorship of the Senate 
bill, which had been introduced early 
in 1955 by Allen J. Ellender 
(D.,La.); Chairman of the Agricul- 
ture Committee, and signed by 48 
others including, of course, those from 
sugar-growing states. Just as a Re- 
publican presidential candidate must 
win over Democrats, so the Cuban 
lobby somehow had to bring into its 
own camp Senators and Congressmen 
already aligned with the domestic in- 
dustry. 

A quick glance at the trade figures 
showed that Cuba’s purchases from 
the United States amount to con- 
siderably more than her sugar sales. 
It was of course quite possible that 
most of these purchases came from 
states without sugar, in which case 
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‘*Nonsense, Miss Evans... where would Beasley, Brunett 
and Latum be, today, if you hadn't caught that media schedule and 


reminded us that things have changed in Cincinnati.’’* 


*THE RUNAWAY Nt wii 
ba AWAY NO.1 DAILY NEWSPAPER IN CINCINNATI IS now i 
CINCINNATI ENQUIRER. No.1 c arf 5 


in City Zone Circul; 
No.1 alias . irculation... 
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Automotive Display) splay, 
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Solid Cincinnati reads the CINCINNATI ENQUIRER ° Represented by Moloney, Re gan & Schmitt, Inc 
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there was little to say to a Congress- 
man with a community of planters to 
satisfy. A brief survey in 1954 turned 
out favorable. Some of the very states 
that supply sugar sell lard, meat, in- 
dustrial products, etc., to Cuba. 
The lobbyists investigated further. 
By sending questionnaires to American 
shippers, Econometric Specialists, Inc., 
New York City, traced in part the 
sources of more than $400 million 
worth of American products which 
Cuba buys each year. Results were 
promising. The West North Central 
States, to take an example, produce 


large sugar crops. Congressmen from 
that territory took it for granted that 
their interests lay wholly with the 
growers. But 708 manufacturing 
plants in 137 West North Central 
cities had shipped more than $22 mil- 
lion to Cuba in 1953. 

Then late in 1954 International 
Business Machines Corp. went 
deeper. Export invoices filed by 
American shippers with Cuban con- 
suls were collected and tabulated. 
County by county, shipments were 
tracked to particular plants and 
farms. It became possible to show 


A Perfectly Legal Hold 


What happens locally is 
always of greatest local in- 
terest, such as these two sons 
of a Shrewsbury, Massachu- 
setts doctor getting the most 
out of their visit to a Worces- 
ter County sheep farm — the 
subject of a recent Sunday 
Telegram Feature Parade 
story. 

Showing people what hap- 
pens close to home is the 
ONE way to get complete 
readership from young and 
old alike. That’s why the 


Feature Parade—the Sunday 
Telegram Magazine Supple- 
ment —has a winning hold 
on the entire Worcester Mar- 
ket — second largest in the 
state, 22nd Industrial County 
in the nation. 


When you want Sunday 
supplement coverage in the 
lucrative Worcester Market, 
you'll want the local impact 
for your sales message that 
only the locally edited Fea- 
ture Parade can give you. 


To gain a hold on the Worcester 
Market, use a Sunday Supplement 
that is LOCALLY EDITED 
The Worcester Sunday Telegram 

Feature Parade 


The Worcester Telegram-Gazette. Howard M. Booth, Publisher 
Circulation: Daily, 158,551; Sunday, 105,474. 
Moloney, Regan & Schmitt, Inc., National Representatives 


some Congressmen that their own con- 
stituents sold more to Cuba than they 
would ever gain from additional 
sugar business in the United States. 

Before they tackled Congress, the 
lobbyists lay their groundwork among 
newspapermen, after the 1954 Con- 
gress adjourned. A member of a 
Washington news bureau is contin- 
ually in search of local angles which 
IBM tabulations now could supply 
in abundance. In groups of four and 
five, reporters were invited to lunch- 
eon sessions in the swank Colony, 
across the street from Hotel May- 
flower. Stavisky remembered how 
anxious a reporter gets when he loses 
touch with his bureau chief; a tele- 
phone was always installed at the 
table. Davis expounded. Cuba would 
buy less if a prophesied attempt to re- 
duce her quota succeeded. His “for 
instance” was followed by the local 
slants a Washington newspaperman 
needs. 


“Tourism Is Sweeter" 

When legislation to reduce Cuba's 
share was introduced early in 1955, 
newspapermen went back to the lobby- 
ists as they had been invited to do, 
then filed stories. The Florida Times- 
Union, Jacksonville, ran an editorial, 
“Tourism is Sweeter Than Sugar,” 
advising its Senators that more was 
at stake than the sugar crop. Texas 
papers wrote about Cuban purchases 
of oil and beef. From the West Coast 
came “Cuba Buys California Beans.” 

Along with additional detail, clip- 
pings were sent during the 1955 ses- 
sion of Congress, to Senators and Con- 
gressmen who had reason to care: 

“Dear ...: 

“You are doubtlessly «ware that 
Cuba buys Virginia farm and factory 
products. 

“It may surprise you, however, to 


008 worth of industrial and agricul- 
tural goods from 88 plants in 27 
Virginia communities was sold to 
Cuba and that nearly 46% ($1,032,- 
507 worth) of those sales came out 
of your... District, from 27 plants 
in Richmond alone. 

“These figures were compiled by 
the International Business Machines 
Corp., of Havana, in seeking to de- 
termine the origin of $426,600,000 
worth of American products bought 
in 1953 by Cuba with the dollars 
Cuba earned through the sale of her 
sugar to this country. They are based 
on the official declarations of Ameri- 
can exporters to Cuban customs. 

“Here are the Richmond firms 
listed in the survey which shared with 
other Commonwealth communities in 
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the economic benefits stemming from 
this lucrative Cuban trade: 

“A. M. Robins Int. of America, 
Black Leaf Products, Capital City 
Iron Works, Cuban Tobacco Co., 
Duplex Envelope Co., Ebasco Int. 
Co., Fram Corp., Hershey Chocolate 
Corp., J. M. Fry Co., Landrum & 
a Larus & Brother Co., Inc., 

a gs & Myers Tobacco Co., Miller 

Hofft, Mollins Machine Co., Morgan 
Bros., Philip Morris & Co., Ltd., 
Inc., R. J. Reynolds Tobacco Co., 
Shaw Brothers Shipping, Southern 
Biscuit Co., Inc., T. W. Woods & 
Sons, The American Tobacco Co., 
The Procter & Gamble Co. 

“These statistics dramatically tes- 
tify to the soundness of the Richmond 
News Leader editorial writer’s think- 
ing as indicated in an editorial writ- 
ten April ‘26, 1955 headed: 

“pO YOU LIKE PAYING 10 CENTS 
A POUND FOR SUGAR?” 

To industrial companies, that had 
most at stake, went letters in this 
style, addressed both to presidents and 
to sales managers: 

“Dear ....: Last year your com- 
pany sold $.... to Cuba, whose in- 
come, as you probably know, comes 
from sugar. Cuba’s right to sell in the 
American market may be curtailed. If 
you feel that this is important to you, 
please do what you can to help... .” 


Good Response 


Letters from company officers 
asked, ‘“What do you want me to do?” 
Scores offered to testify. Many wrote 
to their Representatives and Senators, 
sending both their own letters and 
the replies to the lobby. Some of the 
replies from Congressmen repeated 
the classic brush off: “I am pleased 
to have the benefit of your views on 
this legislation and shall bear it in 
mind at such time as I have occassion 
to consider the subject.’’ Others were 
more encouraging: “I’m glad to get 
the other side of the sugar story. 
You’ve put up whi at appears to be a 
good argument. 

This publicity from home-town pa- 
pers, the letters from important con- 
stituents may, at first look, resemble 
the floods of grass-roots mail summed 
up in the word .’ The dif- 
ferences are greater than the resem- 
blances. A pressure campaign gives a 
Congressman little information be- 
yond the wish of a lot of constituents 
that he do something or other. Both 
the publicity and the letters inspired 
by the Cuban lobby told Senators and 
Representatives what they wanted to 
know. Before they voted on behalf of 
one local interest, they had to learn 


“pressure 
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whether there were conflicting inter- 
ests. 

There was a lot of buttonholing. 
A lobbyist telephoned for an appoint- 
ment, identifying himself clearly. He’d 
promise to show that the interest of 
the Senator’s state lay with Cuba 
rather than with domestic growers. 
Then he’d take along a briefcase of 
tables and lists. 

Sometimes a Senator or Represen- 
tative said that all the shipping figures 
and lists notwithstanding he had de- 
cided to vote for the domestic grow- 
ers. This did not touch off a letter 
barrage. ‘The lobbyist thanked the 
Congressman for giving him so much 
time, for having at least studied the 
arguments. A lawyer who _loses 
doesn’t usually berate the judge be- 


‘fore whom he'll argue many more 


i Ja-youreelf binding kit, sisi enauay te for. 
£ ab! to operate. Just insert the pages and punch, then 

< a colorful binding tube from the ‘spin dial base, bere, snap 
‘place and in seconds you have a real proféssiona 


ing colorful volume.: 


-TAUBER PLASTICS INC. 


cases. Neither does a professional lob- 

byist get angry at those he lobbies. 
A sufficient number of the 49 Sen- 
ators who had first signed the bill to 
reduce Cuba’s quota switched sides 
when the bill came to the floor this 
February. Cuba will keep a reason- 
able share of the American market. 
There are dozens of lobbies with- 
out which life would be harder for 
Senators and Representatives, not to 
mention Washington newspapermen. 
It’s convenient for all of them to be 
able to pick up the telephone: “Say, 
how does your crowd feel about this?” 
For every lobby there’s usually a 
counter-lobby with which to check 
what the first has claimed. Even the 
ones that will soon get bad publicity 

prove useful—in a respectable way. 
The End 


3 HOLE KIT —$16.90 
4 HOLE KIT— 29.90 


write for free booklet to department SM-2 
200 Hudson St., N.Y. 13, N.Y. 


Call WOrth 4-5621 


WORTH SHOOTING FOR 


and Easy to hit, too!.... 
The Billion Dollar Siouxland Market 


46 rich countie: 


centrally 


ape, 


located, major 


city, Sioux City, and one 
dominant advertising med- 
ium, Sioux City’s News- 


papers. 


EFFECTIVE BUYING INCOME 


$1,117,429,000.00 


100,121 ABC CITY ZONE 
781,800 RETAIL TRADING ZONE 


Che Sioux City Journal 
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SHARPENING SALES IN 
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At the conclusion of your campaign you are 
furnished a complete report, such as is illus- 
trated here, of all work done for you by Hearst 
Marketing Service. 


SALES MANAGEMENT 
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INDIVIDUAL MARKETS 


AN EXAMPLE IN THE DETROIT MARKET 


How The Flexible Hearst Marketing Service Helps 
Advertisers In Hearst Newspapers Get Top Results 


Problem: Wider Distribution Fast 


Product Y is an aid to home laundering. In con- 
nection with impressive, introductory advertis- 
ing in the Detroit Times, the Hearst Marketing 
Service of that paper was asked to help the ad- 
vertiser’s own sales force in an intensive drive to 
expand distribution. Here’s what happened: 


1. Hearst Marketing field men quickly con- 
tacted 151 independent super markets and super- 
ettes, and merchandised the advertising. 


2. Of these outlets, 70 were found aiready han- 
dling Product Y, 30 non-handling outlets were 
developed into hot prospects and their names 
turned over at once to advertiser’s sales force. 


3. During these calls, Hearst field men put up 
79 shelf talkers and 28 banners. 


4. Careful attention was given to dealer com- 
ments and these were noted in store-by-store 
reports furnished the advertiser. 


5. Stressing this promotion, the Hearst Detroit 
Times Marketing Service dispatched an Ad-O- 
Gram to the 8 principal grocery jobbers and 9 
chain store headquarters in the Detroit area. 


The advertiser was highly pleased with this prac- 
tical cooperation. This was working cooperation. 
x* * Ke Ke * 

Check any of the Hearst newspapers listed below 
as to how best their marketing service can fit 

into your individual city program. 


A 


Wlearst ADVERTISING Service INc. 


Herbert W. Beyea, President 
959 Eighth Ave., New York 19, N. Y. 
Offices in Principal Cities 


Representing: 


NEW YORK JOURNAL-AMERICAN 
BOSTON ADVERTISER 

BOSTON RECORD-AMERICAN 
PITTSBURGH SUN-TELEGRAPH 
BALTIMORE AMERICAN 


BALTIMORE NEWS-POST 
ALBANY TIMES-UNION 
DETROIT TIMES 
MILWAUKEE SENTINEL 


$s 


CHICAGO AMERICAN 
SEATTLE POST-INTELLIGENCER 
SAN ANTONIO LIGHT 

LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
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Sayre's New Team Energizes the "Giant" 


(continued from page 27) 


long to learn who was going to stay, 
and who would be rolling off.” 

Only two pre-Sayre sales executives 
are still with Norge: Richard C. 
(Red) Connell, now v-p for sales, 
and Vince F. Peterson, manager, 
Home Laundry Division. All the rest 
“went off the tailboard. Some who 
left were good men,” Sayre recalls. 
“But they did not fit into our team... 

“Don’t get me wrong. I didn’t take 

over Norge merely to fire people. 
I’m not sadistic, and I’m no czar. 
Men who spend all their time trying 
to second-guess me don’t go far in 
Norge. I welcome disagreement, and 
I’m willing to change when proved 
wrong ... But it’s still my job to 
build the team.” 
Sayre seeks men with ambition: 
“A man may not have the best ability, 
but he still can go places—if he wants 
to badly enough.” To Borg-Warner’s 
board not long ago he said: “The 
basic reason for our growth is simply 
Operation Desire.” 

He spends little thought on whether 
or when Norge may overtake G-E 
or Frigidaire. And he’d “rather be the 
tiger biting the elephants in the a 
rear quarters. We can’t outspend 
some competitors. But we can still 
keep growing with resourcefulness 
and flexibility and morale.” 

In Notre Dame’s stadium he has 
seen a lot of visiting teams that were 
“better, man for man.” But when 
the green-jerseyed boys race out on 
the field, the visitors went to pieces 
from awe.” ... 

Two years ago, however, Norge 
was otherwise quite awful. 

The 72 distributors were of widely 
varying financial strength and sales 
ability. Most of them seemed just to 
slide along. They served only 6,000 
“active” retail accounts, of which 
only 1,700 could be called “full line” 
—handling all five Norge product 
groups. “They had no direction,” 
Sayre recalls, ‘“‘and little coverage. 
Most of them bought piecemeal, and 
sold dealers only in nearby central 
markets. . . . Families won’t travel 
10 or 50 miles to buy appliances— 
even ours—when other well-known 
brands are handy! 


124 


“Also, in order to plan production, 
we had to get distributors to buy 
more, and more steadily. We knew 
that if we could get good distribu- 
tors, we could get good dealers—and 
a lot more of them.” 

But first the new Norge group had 
to prove they really were alive and 
ready to go places. Within a month, 
in dealer publications, Sayre placed 
this full-page ad: 

“THE SLEEPING GIANT AWAKENS” 

Norge “has awakened—stretched— 
flexed its great muscles, and decided 
to exert its colossal strength.” Norge 
was set to get its “rightful share of 
the appliance business—and more 
...In the face of a soft mar- 
ket (1954 was a “recession” year) 


Secret of Selling 


‘**Superior merchandising 
stems from a ‘total concept’ 
which . . . stimulates people all 
down the line to devote them- 
selves to moving the product.” 
—Judson S. Sayre. 


NORGE Sales are sky-rocketing. NORGE 
Time-Line Automatic Washers are 
already on back order. Refrigerator 
sales are up almost 200% ... and 
still climbing. 

“The NORGE giant is . . . ready to 
pay off—as no appliance line has paid 
off since the easy-selling days of 1946. 
Better see if there’s a NORGE franchise 
available in your territory!” 

The slogan was: NORGE means 
business. . . . Good business.” 

But the dam of lethargy, and 
skepticism, is not easily broken. 

In August 1954 Sayre brought in 
the distributors for a four-day meet- 


ing. His theme: “Good products plus 
good coverage with good manpower 
will equal good profits.” To this he 
added “good management at the dis- 
tributor level.” 

He emphasized that the factory 
would give the distributors saleable 
products with distinctive features, at 
a competitive discount, and well- 
planned, hard-hitting profitable pro- 
motions. But the distributors must 
make the most of them. 

While Norge was “not shooting 
for first position,” the new manage- 
ment intended to develop “enough 
volume so that you and ourselves can 
do the basic things—in advertising, 
merchandising, manpower—to meet 
the most formidable competitors. .. . 

“As the distributor we place in 
your trust a certain percentage of our 
national potential. . . . Our success or 
failure rests directly with you.” 

He told how shocked he was to 
learn that “we have no exposure in 
40% of the national market on the 
products we sell: No exposure in 
35% on refrigeration; in 65% on 
ranges; in 30% on automatic wash- 
ers; 45% on automatic dryers; 60% 
on conventional washers. Why 
in the devil should we run any na- 
tional magazine advertising, when we 
lose 40% of paid circulation before 
we start? ... 

“Tt costs us just as much to tool” 
for an appliance as it does Frigidaire, 
G-E or Philco. The tooling “pays” 
only as it is spread over increased 
volume. Every distributor “should 
guarantee us coverage and exposure 
of our products . . . to amortize these 
basic expenditures.’ Every distribu- , 
tor must cover the open towns in his 
area. ““‘We cannot do this job by our- , 
selves and we cannot depend on half 
the distributors to do it... . We owe 
it to our good distributors to see that 
either the weak links are strengthened 
or replaced by stronger ones.” 

Already, in 60 days, Norge had 
changed “25% of our national po- 
tential. Probably we will be chang- 
ing more. We cannot permit 
drones.” 

Norge was providing the products. 
Consumers Union had praised the 
new automatic washer. Refrigerator 
and freezer lines had been “proved 
outstanding. And now we have the 
electric and gas range line.” 

But these were going largely un- 
sold: For August a competitor’s dis- 
tributor had bought 5,000 units of 
washers and dryers. Yet Norge’s dis- 
tributor in the same territory sold 
only 1,559 laundry equipment units 


Sayrism: "The dealer and the dealer salesman are the keys to a 
successful appliance business." 
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in seven months. “Now, I ask you,” 
said Jud Sayre, “is it fair to leave a 
territory in the hands of a distributor 
doing that kind of a job?” 

In such a situation “what do other 
manufacturers do?” He mentioned 
one of them, which has “come up 
fastest of any appliance organization 
in the last few years.” This company 
then was changing distributors in two 
major areas—even though these firms 
were doing “roughly 75% of po- 
tential in their markets.”’ 

Norge would change only those 
doing Jess than 75%. “But we are 
not going to tolerate indifference, 
lethargy, lack of territory coverage, 
or manpower, or other fundamentals.” 

(Some in that room were still un- 
moved. And Sayre tells of one distri- 
butor who came to Chicago, attended 
the first half-day session then left: 
“T reached him by phone in his city 
and told him to come back to Chicago, 
to my office, the next morning: ‘If 
you don’t like it, you don’t have to 
have the Norge franchise.’ He 
came.”’) 

The distributors might think “we 
are over a barrel.” But other 
manufacturers were making changes. 
Some were setting up branches. More 
distributors were looking for new 
lines. . 

For distributors who could work 
and grow Norge was creating new 
products and promotion plans to make 
its franchise “respected and _profit- 
able.” “Let’s roll up our sleeves,” 
Sayre concluded, “and show every- 
one that the SLEEPING GIANT IS 
REALLY SWINGING AT ’EM!”’ 

(To Sates MANAGEMENT Sayre 
pointed out that ‘‘a number of those 
men, who then were still doubtful, 
now are having $/ million months.’’) 

(Of the “original” 72 distributors, 
37 were replaced within 20 months. 
Fifteen additions bring the present 
total to 87.) 

In November 1954 Jud Sayre made 
a first six-month report to distribu- 
tors: Sales doubled those of the paral- 
lel period of 1953. From 40% in 
May-June the rate of growth rose 
to 185% in September-October. “We 
will hit $75 million for (the year) 
1954, and probably pick up enough 
tempo to reach $120 million in 1955.” 
He cited a 67% increase in Norge 
employes (at a time when employ- 
ment nationally was down), and told 
of more new products, with new fea- 
tures. 

“Our first step was to bolster our 
executive ranks,” under R. C. Con- 
nell, vice-president of sales, “by at- 


Sayre Says: 


Creative Selling 
Can Beat Discounters 


Creative selling can beat dis- 
count-house competition, empha- 
sizes Jud Sayre. Factors moti- 
vating consumer purchases, he 
shows, are: 


“1. Confidence in the manufac- 
turer; 


“2. Style and quality; 


Performance and service, 
and—after these— 


“4. Price.” 


To “scare off the price bogey- 
man,” he urges retailers to “have 
a store in a busy location;” 
“carry and display the best lines 
of products;” “train your per- 
sonnel in selling—and the facts 
and features of each product;” 
“carry out continuous merchan- 
dising activities that stimulate 
your own people and attract 
traffic;” “use your windows to 
display new products, special 
promotional models and to draw 
sidewalk traffic into store.” 


Others: Local advertising and 
telephone solicitations; “pay 
adequately and reward special 
efforts; handle all service calls 
and complaints immediately, and 
build and sell confidence in your 
store.” 


tracting the finest merchandisers in the 
appliance industry. We. . . put mus- 
cles in our management team by cre- 
ating five new positions,” and ex- 
panded distributor market coverage. 
Since May 1 distributors have taken 
on dealers “at a rate of 1,000 a 
month.” 

In 1955 Norge would spend “about 
$4 million for advertising—four times 
the expenditure in 1953. Most of it 
would “support our distributors and 
dealers right on the retail level.’ Co- 
operative advertising also would be 
sharply increased. . . 


Sayrism: "You might ‘automate’ production, but you will never 
‘automate’ merchandising." 
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Jud Sayre has found himself a 
steady job. In the next decade he sees 
Norge sales climbing to “$300 mil- 
lion, and maybe higher.”’ He is sure 
the growth will be increasingly 
solid: “We've built the bridge across 
the swamp. Now we must make it 
ever-broader and stronger.” 

But at the same time he intends to 
keep Norge flexible. 

I met him first on a Thursday 
morning. On the previous Monday 
Norge suddenly was faced with a 
problem involving ‘‘millions.” On 
Wednesday, says Sayre, “four of us 
sat in this office for six hours. By 10 
last night we reached a decision. To- 
day, distributors around the country 
are being phoned about it.” 

Every Friday afternoon Norge gets 
specific reports on sales and inventories 
from all distributors. These are tabu- 
lated over the week end for discussion 
— and action Monday morning. 
Norge’s own finished-goods inventory 
averages only 20 days’ supply. 
Monthly shipments of all 238 prod- 
ucts in seven lines total 96,000, and 
inventories are only 64,000. In auto- 
matic washers, where “Laundryman” 
Sayre thus far has done best, the 10,- 
391 inventory is only a seven-day sup- 
ply. 

Sayre is building the bridge with 
people. Although Norge’s sales man- 
power has been greatly expanded, he 
prefers to have “fewer people, earning 
more.” Under an incentive plan “all 
product managers and all field sales- 
people now earn 20% to 50% of 
their salaries in bonuses.” 

How long will Sayre stay? His an- 
swer: “When we get all product lines 
up to potential.” (What does poten- 
tial mean in an industry where the 
major appliance with most 
tion’ —electric refrigerators—consis- 
tently leads all the others in sales?) 
He admits that “I’m never content 
with what I’ve got.” Probably. he'll 
be running Norge, and making larger 
plans, when Norge passes that long- 
range $300 million goal. 

But ultimately someone must suc- 
ceed him. He thinks it is “too early 
to pick a crown prince yet.” But he 
doesn’t intend to be short on candi- 
dates. Every month come new 
Norgemen. They come from other ap- 
pliance manufacturers, from advertis- 
ing agencies, from retail stores. 
(“Every department head in our set- 
up,” Sayre shows, “has had retail ex- 
pe rience.) 

Already, among men now in their 
30’s and 40’s, he can spot “three or 
four good quarterbacks for tomor- 
row’s team. Doubtless there are others 
whose bigger abilities we've yet to 
discover. Out of this group will come 
the next president of Norge.” 


“satura- 
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“User-Designed" Products 
Keep the "Giant" Growing 


Borg-Warner’s contribution to the 
new Norge include Roy Ingersoll’s 
faith in Judson S. Sayre and the 
board’s willingness to give Norge 
Division quite complete autonomy. 
Also, says Sayre, “Borg-Warner had 
$85 million cash, and was ready to do 
things with it.” 

The $9.9 million which in two 
years has been invested in plant ex- 
pansion, capital equipment and _ re- 
tooling, Sayre shows, “is more than 
Norge ever spent in five years before.” 

Norge now employs 6,500, of whom 
6,000 are in manufacturing, and all 
have steadier jobs. Engineering man- 
power including Engineering Re- 
search — has been stepped up 600%, 
and Styling has become a potent new 
factor. 

Although ‘‘Norge always had good 
products and a good name at the con- 
sumer level,” Sayre explains, ‘design 
and selling had deteriorated.” 

Then, within two months of his 


arrival, came new home laundries and 


automatic dryers. (One dryer, retail- 
ing for a low $149.50, is said “‘auto- 
matically” to have ended a price war. 
Dealers could offer it with a Norge 
automatic washer at almost the price 
of competing washers alone.) At reg- 
ular intervals since, all seven product 
lines have been redesigned and _ re 
redesigned. 

“We've taken product planning out 
of the basement,” says Virgil C. Rice, 
vice-president for manufacturing and 
engineering. “And the boss’ wife no 
longer is the final decision-maker.”’ 

Marketing Research, under James 
Ruff, learns trade and consumer re- 
actions to present and proposed prod- 
ucts. Women field service representa- 
tives report users’ reactions to Miss 
Jessie Cartwright, home service direc- 
tor. Heads of engineering, manufac 
turing, sales and home service sit in 
with President Sayre at meetings to 
determine features of new products. 

When housewives told her people 
they would “go” for a vertical broiler 


NORGE PRODUCTS AND PROMOTIONS appear to all members 
of the family. Davy Crockett, Jr., trails big game to its lair. 
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VERTICAL BROILING: For a steak well done, and fast, the 
new Norge range turns it on end, cooks both sides at once. 


on an electric range, Miss Cartwright 
pointed out at a recent meeting of 
magazine editors to introduce the new 
Futura range, Jud Sayre said: “Fine! 
What the hell are we waiting for? 
Let’s have it!” 

One study by Jim Ruff’s depart- 
ment among home freezer owners re- 
vealed 370,000 potential customers in 
1956 for a home refrigerator with 
only 25 pounds of “frozen” space. 
Most of these families used this com- 
partment only for quick in-and-out 
storage. The “little freezer’? models 
are popular members of the new line. 

“Each proposed product,” Rice ex- 
plains, “starts with a mock-up em- 
bracing features which various studies 
suggest would be worth-while. ‘Then 
the product is tested ‘blind’ for con- 
sumer and trade reactions. And then 

-usually modified—it is put to work 
under stiff use conditions. Refrigera- 
tors, for instance, are tested in the 
Panama Canal Zone, where the cli- 
mate is hot and humid.” 


Just as Norge’s own salespeople 


and trade factors today have more to 
say about products, the manufacturing 
people are learning more at first hand 
of what the trade thinks of “their” 
wares. Rice recently returned from 
Mexico City, where he went with 
sales executives to shepherd winning 
dealers and their wives in a Sell More 
Norge contest. ... 

There would seem to be, in the 
products, ever more to sell. 

New refrigerators include the Tri- 
Level Customatic. It boasts three 
compartments — refrigeration, freez- 
ing and a special ice-locker unit above 
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the regular freezer. (“You can find 
what you want with your eyes shut.’’) 
The crisper is removable, for taking 
the celery to the sink. Although the 
refrigerators. come in only four basic 
colors—white, pink, green and yellow 
custom panels of copper, satin- 
chrome or gray permit 18 different 
color combinations. Panels can be 
added by the dealer, or owner “when- 
ever your kitchen is redecorated.” 

Home economics editors are in- 
trigued with the vertical broiler on 
the new Futura electric ranges. I sat 
among them hungrily at New York’s 
Hotel Pierre watching a movie do a 
steak on both sides at once, and later 
eating the real thing. . . . The ranges 
also offer “infinite heat control” and 
“unlimited number of measured heats. 
. . . Hi-Speed‘ Micro Tube units get 
hot in 20 seconds,” and Meal Sentry 
maintains precise temperature desired. 
“Meals cook automatically, whether 
you're at home or away.” 

In laundry equipment, too, “Norge 
brings leisure living to your home- 
automatically.” ‘Time-Line washers 
feature two cycles: faster for regular 
washing, slower for synthetic fabrics. 
There’s a “new exclusive Resupser,”’ 
and Super-Rinse brings you five ex- 
clusive purifying actions.” . . . In 
the dryers one gets “four-way drying”’ 
and a Hamper-Dor that opens to 
three positions: loading chute, shelf 
for folding and sorting, and flat 
against dryer so that clothes basket 
can be drawn next to it. 

From such as these the advertising 
copy writers conclude: “More 
from NORGE.” 


much 


more 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


sé 

ee of Supermarket Shop- 
pers, Their Buying Habits and At 
titudes” is the title of a portfolio 
which is required reading for every 
food manufacturer and storekeeper. 
The survey was made last summer 
in Springfield, Mass., Indianapolis, 
Columbus and Cincinnati, and we 
have a few copies left that we will 
sacrifice for one shining buck each. 
Send today for your copy, and find 
out, as we did, why shoppers pre 
fer one store over another, what 
they do like and don’t like about 
any store, how they can be lured to 
the competition. Learn when they 
shop and why, how they respond to 
what kind of advertising, how they 
feel about demonstrations and trad 
ing stamps. All this wonderful and 
valuable data for only $1, coin otf 
the realm. 
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One of the most public-spirited in- 
ventions of our time is the paper 
handkerchief, fancifully called “tis 
sue” by its makers. When you get a 
head-cold and start to honk like a 
goose in the springtime, these cellu- 
lose wisps save a lot of wear and 
tear on your bugle and on the good 
wife’s wash, time and temper. Dif 
ferent brands present different pack 
aging, durability and dustiness. A 
papermaker who thought of enter 
ing this busy market contrived a 
package of great convenience, tis 
sues of enough strength to serve the 
purpose without filing off the cus 
tomer’s nozzle, and as dustless as 
could be. Burgoyne panel-tested th: 
product in Columbus, Dayton, Louis- 
ville, Phoenix and _ Springfield, 
found it had lively enough pros 
pects to justify a follow-through 


* * * 


You, too, can be one of those fortu 
nate souls with money at the bank 
and credit at the butcher’s. Consult 
Burgoyne, who can produce the an- 
swers to your marketing problems. 
It’s as simple as that. 


hy CRUE ja We 


FIRST MATIONAL BANK BLOG., CINCINNATI 2, OH'O 
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LOADS 20 QUART CANS 


. . . and here’s what you get 


Increased sales—with new ALUMI- 
NUM oil display. Sturdily constructed 
of long wear ALUMINUM that will not 
corrode or tarnish, is lightweight and 
easily handled, yet COSTS LESS, 
delivered, than a similar display of 
heavier material. 

Let us develop displays for your 
INDIVIDUAL PRODUCTS. Request free 
Picture Folio of ideas. 


Custom made--minimum quantity 250. 


More than 50 Years’ Specialized Experience” 


AMERICAN MANUFACTURING CO. 
126 Chestnut St. © Telephone 5-3434 
Chattanooga 2, Tennessee 


— 
MORE PRODUCT 
KNOWLEDGE 
MEANS MORE SALES 


h 


BESELER 
VU-GRAPH pro- 
jects product facts 
with clarity and 
simplicity. 


Ideal for Sales 
Meetings. 

BESELER VU-GRAPH 
OVERHEAD PROJECTOR 


Projects pictures in 
brilliant color to an 
audience of 4 or 400 
easily! And in a fully 
lighted room. Vu-Graph 
gives you startling new 
ways to explain and 
sell your product ad- 
vantages. 


Increase the 
potential of your 
sales force 
with proper use 
of BESELER 
VU-GRAPH. 

Write to Beseler for a 


Free Demonstration 
and colorful brochure: 


HOLLYWOOD AT 11TH, EAST ORANGE, N. J. 
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“Get the Point Across." 


CHARLES CGeacler COMPANY 


‘Market Research Maps 
Route to Record Sales 


Judson Sayre says, “I’m simply a 
record-and-fact man.” 

But two years ago most of the 
known facts about Norge were not 
pleasant, and many more facts were 
not known at all: What was, for 
example, Norge retail coverage in the 
thousands of middle-size and smaller 
towns that make 40% of the “U.S. 
market?” Nobody knew. 

Since July 1954, when now 30- 
year-old James Ruff was made direc- 
tor, Marketing Research has tripled 
'functions and manpower, and with 
improved techniques and electronic 
devices has produced vastly .nore facts 
faster. 

Then the department engaged only 
in limited market analysis. While ex- 
panding this function it has added 
two others: consumer research and 
forecasting and economic research. 

Already, Consumer Research has 
|done 16 major jobs. In one year it 
‘contacted 20,000 Norge owners and 
4,000 owners of competitive products, 
and talked to 600 retailers and 1,500 
retail appliance salesmen. . . . Many 
promotion programs are gone over 
with them, to measure point-of-pur- 
chase progress and to get retailers’ 
ideas about future promotions. Among 
other things, research learns their at- 
titudes toward distributors and their 
“loyalty” to Norge. 

During the January “market” in 
Chicago visiting dealers and their 
wives were random-sampled. Norge 
has combined their opinions with those 
of housewives interviewed earlier for 
help in designing the 1957 refriger- 
ator line. 

Forecasting and Economic Re- 
search probes Norge, industry and 
general business trends. (Norge 
claims to have outseen other seers on 
the late-1954 general upturn.) At 
monthly meetings a committee com- 
posed of Sayre, Rice, Connell, Bull, 
Ruff and product managers work out 
production schedules for the next four 
|months. Expected sales are measured 
against industry trends. Month-end 
factory, distributor and dealer inven- 
tories, for every model of every prod- 
uct, help to guide planning. 

Market Analysis tells the effective- 


ness of Norge’s distribution channels. 

From cards in an IBM Unit Norge 
knows the number of each product 
line bought monthly by each dealer 
from his distributor. 

Contest Administration handles 
“figure” needs for Promotion and 
Merchandising. Last year this unit 
disbursed more than $2. million 
earned by distributors and dealers in 
incentive programs. Records already 
compiled, Jim Ruff points out, “per- 
mit us to estimate accurately the cost 
of contemplated promotions—and to 
measure success of each.” 

Distribution Analysis sets weekly 
sales quotas, and learns weekly sales 
progress, of every distributor. Distri- 
butors in turn get weekly perform- 
ance-and-standing reports, and those 
newly franchised are helped with 
“special progress” reports. 

In a recent week I noted that a 
typical distributor, for example, was 
doing between 63.8% of quota on 
ranges to 147.6% on refrigerators. 
His total Norge sales that week were 
277, or 91.7% of 302-unit quota. 
This ranked him sixth in region and 
57th in nation. For year to date, how- 
ever, the distributor stood at 96.8% 
of quota—fourth in region and 48th 
in nation. ... 

The first full facts on Norge dis- 
tribution were compiled by Market- 
ing Research and two outside outfits 
in six grueling weeks of late summer 
1954. Data covered every city and 
county in the U.S. Every retailer who 
had sold any Norge product in the 
previous 12 months was identified 
and his Norge sales noted. The find- 
ings filled six thick books. 

Early in September the field sales 
organization was brought to Chicago 
for a two-day session on Coverage. 
Then—armed with facts, figures and 
a brochure for distributors on “How 
to Put Your Norge Marketing Statis- 
tics to Use’’—each salesman sat down 
with each distributor principal and 
his sales manager and plotted coverage 
required in each county and city in the 
territory. (Jud Sayre wrote to alert 
every distributor, and to ask him to 
give the Norgeman ample time—and 
cooperation. ) 
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at 


BSN GETS YOU CLOSET 


a 
ee 
5 or 
Typical of National Retail Lumber Dealers Ass’n 
convention conferences at which BSN editors person- 
ally counselled dealer-readers on store modernization 
plans they read about in BUILDING SUPPLY NEWS. 


WORKING PARTNERSHIP BETWEEN EDITORS AND READERS 
EARNS DIVIDENDS FOR ADVERTISERS 


There’s an old saying that “Nothing 
happens unless an ad is read.” In BUILDING 
SUPPLY NEWS, your advertising not only 
gets read...it is believed... because 

of the respect BSN’s readers have for the 
vehicle that carries it. For years, BSN 
has been recognized as their FIRST dealer 
merchandising magazine by most of 
America’s top-rated lumber and building 
material dealers—as well as by the 
wholesalers who serve them. Is it any 
wonder, then, that BSN gets you closest 
to your customers—delivers the most 
dealer buying power? As a result, 

again for 1955 BSN showed the biggest 
advertising gain among the nation’s 
top-ranking trade publications. 


BUILDING 
SUPPLY NEWS — 


5 South Wabash * Chicago 3, Illinois 7 — ! 
e_¢ ° ° === / 
Always the FIRST Dealer Merchandising Publication | 


© Industrial Publications, Inc., Also publishers of PRACTICAL 
BUILDER and other leading building industry publications. 
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Among other data the “How to 
Use .. .” brochure shows—for each 
separate distributor territory—SALEs 
MANAGEMENT'S Survey of Buying 
Power estimates of dollars spent at 
retail for household appliances, radio, 
TV and home furnishings ; each city’s 
share of each county total, and terri- 
tory’s total population and retail vol- 
ume. 

The Norgeman locked himself in 
with distributor people for two- and 
even three-day analysis. ‘Together they 
set the number of dealers needed for 
a “fair” share of business in each 


town and, on performance records, 
weighed the ability of each present 
Norge dealer. 

Each distributor salesman was told, 
for each of his towns, how many 
more active dealers he must get—and 
the target date by which he must get 
them. And each distributor had to 
send to Chicago by October 1 a 
County Coverage Report of his analy- 
sis and objectives for each of his coun- 
ties and towns. 

In the last quarter of 1954 Norge 
added 3,800 retail accounts—includ- 
ing 1,700 “full line.” ... 


THE CHRONICLE'S LEAD IS ... 


fabulous 


... in fabulous houston 


THE CHRONICLE LEADS IN 


20 ~- 24 


Retail Classifications 


COMBINED! 


CHRONICLE 23,557,474 


POST 
PRESS 


16,950,033 


6,693,722 


Source: Media Records Year 1955 


CONSECUTIVE 
43 YEARS OF 
LEADERSHIP 
IN ADVERTISING AND 
CIRCULATION 


But a great many gaps remained. 

At a Norge sales convention Jan. 
4, 1955, Ruff showed how badly 
Norge was still missing the smaller- 
town markets. While the “industry” 
was doing 42.5% of its business in 
places under 25,000 population, only 
32.6% of Norge sales were there. In 
25,000-100,000 cities Norge’s ratio 
was about even with industry. Over- 
100,000 cities, where the industry had 
only 41%, accounted for 50.5% of 
the Norge total. In fact, the five cities 
of more than one million——which to- 
gether have about 9% of the nation’s 
population—Norge was making, more 
than 20% of all its sales. 

In markets of all sizes, however, 
Jim Ruff emphasized, there was plenty 
of room for growth. For instance: In 
30 cities of more than 25,000 popula- 
tion in the first 10 months of 1954, 
Norge failed to sell one refrigerator. 
Among some 500 cities in this popu- 
lation, Norge added up to zero in 23 
in automatic washers, 30 in refriger- 
ators, 190 in gas dryers, 300 in water 
heaters. 

At the same time Norge must get 
at least some representation in smaller 
places: “Dealers in towns of 10,000 
and less population in 1955 will sell 
four million major appliances.” 

Norge then announced a_ seven- 
month coverage contest for distribu- 
tors. A Cadillac Fleetwood car would 
be given to the winner in each of six 
groups. Quotas were determined from 
a study of six territories considered 
to have good dealer coverage and 
average sales performance. Distribu- 
tors should franchise dealers in towns 
of all sizes—especially small ones. 

For the distributors the Fleetwood 
Handicap proved virtually a live-or- 
die test. Only 31 of the 80 who took 
part failed to make or break quota. 
Sixteen of the 31 have been dropped. 

The results: 1,800 dealers who had 
never before handled any Norge prod- 
uct; 12,900 new “product line” deal- 
ers (including existing dealers who 
took on other Norge lines). The num- 
ber of “full line” retail accounts in- 
creased from 3,800 to 6,200. By the 
contest’s end 51% of all active deal- 
ers had become full line. 

Coverage still is far from com- 
plete. But in the 20 months from 
April 30, 1954, to Dec. 31, 1955, 
every Norge product line stepped up 
its “exposure” to the Great Ameri- 
can Family from two to six times. 
While in this period the total num- 
ber of active accounts doubled from 
6,300 to 13,500, the total full line 
accounts more than quadrupled, from 
1,700 to 7,600. The proportion of full 
line accounts rose from 27% to 56%. 

At the same time, 20% of all deal- 
ers have been replaced by (Norge 
hopes) better ones. 
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Strictly on the level, gentlemen...the retail level! 


National advertising can do many things: provoke the eye, needle a nerve, whip 
up a yen to buy, and it can sell. And when it comes to selling, only one maga- 
zine has such a remarkable influence where sales are made: at the retail level! 
Witness the fact that whole cities of merchants stage Good Housekeeping 
Weeks. And witness the fact that month after month, Good Housekeeping 
guaranteed products get far more tie-in retail lineage than products adver- 
tised in any other women’s service book. Take department store tie-in lineage 
alone, for January-December 1955: Good Housekeeping, 253,807 lines; Ladies’ 
Home Journal, 14,252 lines; McCall’s, 14,870 lines; Woman’s Home Companion, 
4,855 lines. As protesting papa down there, understands so well...the famous 


Good Housekeeping Guaranty Seal sells...and retailers know it. 
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“But, mama... he’s rich and handsome! 
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SOLID GOLD CADILLAC? Not exactly. But Detroit distributor Charles A. Maurer finds 


“Fleetwood Handicap” profitable. 


President Sayre (left) and V-P Connell (right) make 


award. Other winners were in Atlanta, Hartford, Houston, Knoxville, Nashville. 


New Norge Sales Team Finds Gold in Them Hills 


When a southern distributor saw 
the findings of Market Research on 
his (lack of) coverage, says Red 
Connell, vice-president for Norge 
sales, he and his sales managers went 
out to look at a “barren” area. ““They 
returned in two days with several 
new dealers and an order for six car- 
loads of Norge appliances. Previously, 
he had not even one dealer in that 
area!” 

Distributors used to complain about 
having to “work the sticks.” Now, 
explains Jud Sayre, “when I don’t 
give them the devil, they wonder if I 
don’t love them any more.” 

Market Research could suggest 
where gold might be found. But it 
took Selling to find it and make the 
most of it. 

Key people in Selling are Connell; 
Harold Bull, director of distribution 
(or distributor development) ; Walter 
C. Fisher, field sales manager; E. J. 
Kanker, distribution coordinator ; Ed- 
ward B. Collier, manager of key ac- 
counts; six product line managers. 

“Norge had product managers be- 
fore,’ Connell explains. “But now 
there’s more direction and more pro- 
gramming. With every order the dis- 
tributor gets a program.” 


Harold Bull adds: “A Norge field 
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man must Jive with his distributors. 
Those fellows are an extension of 


” 


us. 

Norge has no “salesmen.” All are 
field managers. Compared with five 
regional and 18 district managers a 
year ago, now there are eight and 24. 
In addition eight “development” men 
work with distributors on specific 
problems, and six Norge specialists 
help to train distributor and dealer 
people. 

Although Norge franchises distri- 
butors for one year, either party may 
cancel on notice. “After all,” Bull 
points out, “a franchise is just a 
hunting license. We do a lot to show 
distributors how and where to hunt. 
But they've got to bring back the 
game.” 

Through distributors the national 
marketing problem divides into “87 
separate problems.” Each distributor 
must carry Norge exclusively among 
major appliances and maintain a full 
Norge sales organization. In major 
markets distributors operate separate 
“kitchen” and “laundry” forces. 

Across the U.S. 600 distributor 
salesmen now contact and develop a 
total 13,500 dealers. Every month 
they bring more dealers into the fold. 

All distributors report to Bull. In 


addition to semi-annual meetings for 
all of them in Chicago—on specific 
themes, products and plans—they at- 
tend regional meetings in Chicago, 
Memphis, New York and Denver. 

“We give them organization, fol- 
low-through—and ideas,” says Bull. 
“We give them a workable plan, and 
our men work with them to put it 
over. We help them to become better 
distribution- and sales-developers, and 
better businessmen. In fact, we're as 
anxious as they are that they make 
money.” 

Norge insists on what it regards 
“adequate” distributor inventories: 
“The distributor has to sell. He has 
to get the dealers to help him sell. 
. . . Remember, he is Norge in his 
territory. To keep Norge dynamic, he 
must do his part. And he must get 
the retailers to do theirs.” 

Because Norge still does not have 
as much money as, say, G-E or Frigi- 
daire to “mass impress” millions with 
advertising,—and some dealers carry 
a half-dozen brands of major appli- 
ances—Red Connell shows that “we 
must give them exceptional products 
and harder-hitting advertising and 
merchandising programs. 

“But the retailers are never more 
effective than the distributors who 
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serve and stimulate 
them.” 

Two years ago, when Jud Sayre 
walked into this vicious circle, he and 
Connell and Bull (who has spent 
nearly all of his 30 years in ‘“‘appli- 
ances” with Sayre) took a long hard 
look at the then 72 distributors. They 
studied them from such angles as 
financial strength, personnel, sales 
performance, dealer relations, ware- 
housing . . . and divided them into 
three groups: 

1. Those with the ability and fa- 
cilities to meet the pace. 

2. Those weak in some respects who 
still might grow. 

3. Those who should be dropped 
as soon as possible. 

A lot of the 37 since replaced, says 
Connell, ‘were more than 60 years 
old, and afflicted with diabetes, a 
bad heart and easy living.” 

Norge also found thriving areas 
where it lacked distributors: where 
it strove to compete with competitors’ 
distributors from points hundreds of 
miles away. Peoria, for instance, was 
being served by Chicago and Saginaw 
by Detroit. 

New territories already formed— 
and more will be—are Albuquerque, 
Allentown, Davenport, Fresno, 
Greensboro, Johnstown, Kearney 
(Neb.), New Haven, Norfolk, Pe- 
oria, Poughkeepsie, Raleigh, Roanoke, 
Saginaw, Springfield (Mass.), Terre 
Haute, and White River Junction 
(Vt.). 

Today’s 87 distributors include one 
each in Honolulu and Toronto. In 
continental U.S.—where Norge still 
does 95% of its total volume—-there 
are 84. Only the Chicago territory is 
covered by a factory branch. 

Present distributors have headquar- 
ters in 43 states and D.C.—all ex- 
cept Delaware, Idaho, Nevada, New 
Hampshire and Wyoming. But nearly 
half of all are in 10 states: New 
York, Pennsylvania, Ohio, Tennessee, 
Texas, California, Indiana, Missouri 
and North Carolina. 

Analysis might show a dozen gaps, 
or far reaches to, a dozen among the 
60 leading metropolitan county areas. 
Your reporter wonders, for example, 
why Tennessee rates more distribu- 
tors (five) than California (four.) 
And why a distributor in Silver City 
(pop. 7,022) in New Mexico's 
farthest southwest corner, when 


guide and 


Sayrism: "People don't buy 
things. They buy ideas—com- 
monly labeled consumer bene- 
fits." 
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(moving and storage, too! 


. oh 


Packing is an art that your Allied Agent 
has developed through years of experi- 
ence. He has specially designed contain- 
ers and padding materials to assure the 
safest handling of all household goods. 


} i x 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, IIL 


ALLIED VAN LINES e WORLD’S LARGEST LONG-DISTANCE MOVERS 
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Oravi sual 


all- “Purpose 
portable 
Whiteboard 
easel 

Model A302 


Replaces blackboard. Uses large, clean paper 
pads—which we stock. This versatile all aluminum 
easel is also equipped for showing turn-over charts 
or cardboard charts of almost any size. Rugged 
yet light in weight. Folds like magic for easy 
carrying or storage. 


Many other models available. 
Write for free catalogue. 


ORAVISUAL COMPANY, INC. 


Factory & General Offices 
Box 609 Station A St. esr Seana Fla 


F RENT YOUR CAR | 


in all principal 

cities here and abroad 

consult your phone di 

rectory under “NATIONAL”. Write 


for courtesy card and directory to 


Fn eee . oo} ° ~ ° . co e ad 
NATIONAL CAR RENTAL SYSTEM, INC. 
1209 WASHINGTON AVE., CE. 1-9209, ST. LOUIS 3, MO. 


Case Histories 
on products in use 


Photographic and reporting 
assignments covered throughout 
North and South America 
for advertising, editorial or 
research purposes 


phone 
MArket 2-3966 


or write 


sicnuts /ole-Eopoule 


SERVICE 
NEW JERSEY 


«CLIP THE CLIPPER’ 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for striking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box 806-S Peoria, Illinois 
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Sayrism: ''Too many sales programs start out in the home office 
as a battleship and wind up at the dealer level a dinghy.’ 


downstate Florida and upstate Cali- 
fornia seem largely untilled ? 

But across our wide milage, and 
especially among our thicker popula- 
tion, Norgemen are spawning and 
rearing distributors to spawn dealers 
to spawn ultimate buyers. 

Two years ago, Bull shows, “we 
were practically out of business in 
Pennsylvania.”’ Of 237 places there 
with more than 5,000 population, 
Norge had no dealer in 81. In a 
Pennsylvania city of 60,000, Norge 
refrigerator sales average one a month. 

Since then five of the six distribu- 
tors in the Keystone state have been 
replaced. 

Across the country Norge also has 
signed a lot of major retailers. Among 
them are Davison-Paxon, Atlanta; 
Jordan Marsh and R. H. White Co., 
Boston ; Rollman & Sons, Cincinnati; 
A. Polsky, Akron; May Co., Cleve- 
land; Davison Brothers, Detroit; 
Maas Brothers in Florida cities ; Mc- 
Mahan’s Furniture chain and Barker 
Brothers, Los Angeles ; L. Bamberger, 
Newark; John Wanamaker, Phila- 
delphia; Kaufmann’s, Pittsburgh; 
Macy’s, San Francisco; Hecht Co., 
Washington, and the Sterchi Broth- 
ers furniture chain in the Southwest. 
(Norge suggests we say here that 
“many more have been signed than 
space will permit us to tell 
about.’ ) : 

One of Jud Sayre’s greatest gripes 
is “automated marketing’: If you ad- 
vertise heavily enough, and your prod- 
uct is distributed widely enough, its 
proponents claim, you can kiss your 
sales force good-by. But Sayre con- 
tends that “to move products you 
must first move people. . . . In major 
appliances, the incidence of brand 
‘switches’ runs as high as 50% in 
many dealer stores.’”’ Retail salespeo- 
ple are still a deciding force. Behind 
them are the distributors’ salesmen 

. and behind them are men—such 
as Norgemen—to see that their stuff 
gets sold. 

Sayre and Connell and Bull talked 
to me at some length, and with a 
rather religious fervor, of the caliber 
of the men of Norge. Several times 
I ran into “Operation Desire” 

“We look for men with a burning 
desire to get ahead. We try to give 
them the leadership, the direction and 
objective to help them achieve it. 

“To get good men from competitors 
we don’t have to pay them more at 
the start. Everyone in selling works 


on an incentive basis: Inside people 
get one-third if we make quota, one- 
third from our gross profit, and one- 
third for their individual contribu- 
tion, as evaluated by their superiors. 

. . Field Norgemen get bonuses up 
to 50% of their salary.” 

Under Sayre twice as many men 
in selling now are making three times 
as much money. .. . “Nearly all of 
those hired,” says Connell, “were 
doing all right—with competitors. 
But they got curious, and envious, 
and restless. They got a large desire.” 

Norge was being talked about, and 
Norge itself was—and is—continually 
seeking. . . . Distributors may report 
which competitors’ salesmen are doing 
a job, and Connell or Bull get in 
touch with them. But oftener such 
men approach Norge first. “And ex- 
cept for a couple who left volun- 
tarily,”’ Connell emphasizes, ‘“competi- 
tors have taken from us only men 
we fired.” 

Some of the departees 
Some didn’t have ‘big time’ in them.” 
Or perhaps they lack stamina: 
(Norgemen are inordinately proud to 
work evenings and Saturdays and 
sometimes, after church, Sundays too. 
One told me he rarely had time to 
get his last pay check cashed before 
the next was due. But Connell points 
out: ‘““We try never to keep a man 
on the road over a week end. And 
when you’re done in, we tell you to 
stay home.”’) 

Norge doesn’t go for psychological 
or aptitude testing, but “we get to 
know a man pretty well before we 
hire him.” 

Two-thirds of regional and district 
managers joined in these two years 
and three-fourths of them are “addi- 
tions.” “Mostly they’re younger men, 
under 40,” Red explains. ‘“They’re 
still looking upward—they’re hun- 
grier.... But I want you to know 
we don’t drive them. We try to get 
men who will drive themselves.” 

Newcomers (all experienced in ap- 
pliances ) are given no formal sales 
training, but spend a week or 10 
days studying products. When they 
go out on the road they are paid 
enough to “live up to the standard 
of the territory.” After that come 
bonuses. 

“We get men who want to grow,” 
Connell says, “and then we help them 
grow. ... We and they are never satis- 
fed with their—or our—perform- 
ance.” 


“got scared. 
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Take a GOOD LOOK 


at your advertising! 


DOES IT TELL WHERE TO BUY? 


Your advertising may get top reader- 
ship ...create a strong desire to buy. 
But, it won’t produce sales if it doesn’t 
bring prospects and dealers together. 


That’s where Trade Mark Service in the 
‘Yellow Pages’ of telephone directories 
comes in. Prospects will find the name, 
address and phone number of your local 
dealers—right under your trade-mark. . 


x... 
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‘ 


You can buy this dealer identification 
service in more than 46,000,000 tele- 
phone directories across the country ... 
or in selected local or regional markets. 


And when you use Trade Mark Service, 
you can increase sales by displaying the 
‘Yellow Pages’ emblem (illustrated be- 
low) in your ads. It reminds readers that 
they can easily and quickly find where 
to buy your products or services. 


Find Your 
Nearest Dealer 
In The 


‘Yellow Pages’ 


Displaying this emblem in your advertising 


means more sales for your dealers. 


Want to know how to localize your national advertising? Call your local Bell telephone office for facts and figures about Trade Mark Service. 


APRIL 


15, 


1956 
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THE WINNAH! The little lady may have nosed out Red 


Connell on the straightway. 


But Norge and dealers 


both came out ahead in the Thunderbird Jr. promotion. 


Merchandising "Events Factory" Mass-Manufacturers Customers 


To hold and develop all the new 
dealers—and to gain more of them 
the new Norge set out to “stage mer- 
chandising events in force.” 

Jack S. Pettersen, director of mer- 
chandising, found himself at the con- 
trols of a mass-production “events 
factory.” 

One early event, before Christmas 
1954, was an offer of $50 worth of 
toys with each Norge appliance 
bought. Dealers sold $1.5 million of 
toys—and a proportionate amount of 
appliances. 

But big questions still called for an 
answer: What was Norge going to 
do to “feed” all its new dealers? 


In January 1955 Norge brought 
1,000 distributor people to Chicago 
lay meeting. The show, by 
Wilding Productions under Petter- 
sen’s direction, cost $100,000. Twen- 
ty-five technicians worked on it. A 
16-piece orchestra played. Sound, 
color, motion, sex all joined to cry, 
“nNorGE Means Business—Good Busi- 
ness,’ and to introduce ‘““Tomorrow’s 
Appliances Today.” 

Teaser ads in businesspapers had 
talked “T.V.O.” Distributors learned 
that between January 1 and June 30 


for a two-« 
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Norge would save for dealer’s ac- 
count 2% of the cost of each Norge 
appliance bought from an authorized 
distributor. Jud Sayre announced this 
“bold, revolutionary $2 million move” 
to boost dealer profits. (Norge’s in- 
defatigable publicist, Andrew J. 
Tobin, pictured Red Connell deposit- 
ing “another bundle of cash’ in this 
profit-sharing plan in Chicago’s Mer- 
chandise National Bank.) 

In February Norge was betting its 
shirt on water heaters. Dealers were 
given a Van Heusen shirt with each 
heater purchased. Newspapers 
reported a $2.5 million expansion pro- 
gram at Norge plants at Effingham 
and Herron, IIl., and said Muskegon, 
Mich., was working at capacity. ) 


March: In a Bake ’n’ Take promo- 
tion mothers were baking gingerbread 
cookies on Norge electric ranges in 
dealers’ stores and taking them home. 
Quaker Oats supplied the mix and 
carry-home bags. Norge gave retail- 
ers mixing bowls and cookie sheets. 
(Connell was pictured in the press, 
busy baking. ) 

A Ten-Strike Merchandising Plan 
offered every woman who tested a 
Norge automatic washer or dryer in 


her home for 30 days a pair of Can- 
non contour sheets. Other Cannon 
products went with conventional wash- 
ers. Red Tags and store promotional 
material stressed special prices and 
trade-in allowances. 


April: Red Connell, minus coon- 
skin hat, was helping kids play Davy 
Crockett. Norge was giving a Crock- 
ett play tent (adorned with Davy’s 
picture and motto. “Be sure you're 
right—then go ahead.”) with every 
appliance sold. Some 35,000 tents 
helped to produce $7 million sales. 

On the experience of the St. Louis 
distributor, Norge induced six others 
—Omaha, Fort Worth, Kansas City, 
Denver, Los Angeles, New York—to 
tie up with local showings of the “Ice 
Capades.”’ 


May: Jud Sayre, accepting a medal 
from Baltimore Association of Com- 
merce, was convinced that “the Amer- 
ican sales spirit assures a healthy 
economy fer years to come.” ... Key 
members of the new Norge team were 
pictured helping him cut a first- 
anniversary birthday cake. . . . United 
Press called Sayre a “human dynamo” 
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vou cet ALL 3 


IN SEATTLE 


MARKET 


721,000 Population 
in the Seattle ABC City Zone. 


(More than ONE MILLION people in the 
Seattle ABC Retail Trading Zone) 


BUYING POWER 


THIRD HIGHEST per capita effective buying 
income among the nation’s largest markets. 


The Boeing Seattle payroll, alone, will exceed 
$200 million in 1956. Boeing’s backlog, near- 
ly 2% billion dollars in orders, will require sub- 
stantial increases in working force and plant 
facilities. ($7114 millions in plant expansion 
for Seattle area already announced.) 


MORE SEATTLE BUYING POWER FOR YOUR PRODUCT 


SATURATION COVERAGE 


THE SEATTLE TIMES PROVIDES MASS COVER- 
AGE OF THE SEATTLE MARKET—156,757 OF 
THE 226,200 HOUSEHOLDS IN THE ABC CITY 
ZONE. FURTHERMORE, 117,172 OF THESE 
HOMES ARE REACHED ONLY BY THE SEATTLE 
TIMES. 


Survey by Dan E. Clark II & Associates 


mont Che Seattle Cimes 


SEATTLE’S ACCEPTED NEWSPAPER 


Represented by O'Mara & Ormsbee, Inc. * New York * Detroit * Chicago * Los Angeles * San Francisco 
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JANUARY: Norge “saves” for dealer profit APRIL: The Davy Crockett craze was still rampant 
sharing. Red Connell makes first deposit in when Norge offered this play tent. (it bore Davy’s 
“revolutionary” plan, in first half of 1955, to picture and motto, “Be sure you’re right—then go 
give dealers a 2% refund on all purchases of ahead.”) Some 35,000 tents helped to produce $7 
its appliances. Dealers stood to gain $2 million. million sales of appliances for Norge dealers. 


For Dealers: A Steady Stream of Stimulants 


MARCH: Aunt Jemima pan- 
cake flour joined “Bake ’n’ 
Take” promotion. Thousands 
of women baked cookies on 
Norge ranges in dealer stores 
and brought home the results 
in decorated bags. 


JULY: “Mexico, Here We 
Come!” Free Latin-American 
vacations for dealers and 
wives replaced profit-sharing 
plan. In January 1,400 couples 
sailed southward. Bill to 
Norge was $1.5 million. 
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SEPTEMBER: Harold Bull, distribution director, NOVEMBER: With some help from Chicago Junior 
gets a “crown” from Red Connell as Chief Engineer College twins Connell washes gloves of stretchable 
of Carload Club. Retailers purchasing appliances by nylon Helanca in Norge 1956 model. Dealers mailed one 
the carload between September 30 and December 10 glove to prospects; offered the mate for a modest price 
could show this desk-size car as proof of their sales when they came into stores for demonstrations of wash- 
productivity. ers and other new Norge appliances. 
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DECEMBER: Kriss Kringle Konnell shows what happens to 
good little girls whose parents buy Norge appliances for 
Christmas, Instead of the 30,000 “seven-foot-high, toy-laden 
stockings” that Norge hoped to sell for $1,275,000, the toy 
total came to $1,750,000. 


and businesspapers proclaimed “Jud’s 
$52 Million Job.” (From years ended 
May 1, 1954, to May 1, 1955, Norge 
sales soared from $46.7 to $99.1 mil- 
lion. ) 


June: In a Sales Clincher program 
for retail salesmen, ‘135,000 man- 
hours” already had been spent at 
7,000 meetings. Distributors in Chi- 
cago, St. Louis, Milwaukee, Hart- 
ford and Allentown were cited for 
best attendance. 

A Fleetwood Handicap was 
launched for distributors gaining most 
new dealers and best dealer product 
line coverage. (Winners of new 


Cadillacs, in September, were At- 
lanta, Detroit, Hartford, Houston, 
Knoxville and Nashville.) 

For second-half 1955 ‘“T.W.O.” 
was succeeded by an offer of free va- 
cations for dealers and wives to 
Puerto Rico or Mexico City, based 
on number of appliances bought. 
(Connell pictured learning rumba or 
something.) Norge hoped to award 
2,000 winter vacations. In January 
1956 1,400 dealers and wives flew 
southward. Norge’s bill: $1.5 mil- 
lion. 


In July came the Thunderbird, Jr. 
Appliance stores would give 500 small 


Tell... 


Tell your product story in the 
only twice-a-month hospital 
publication. It gives you: 


L, 


Cemonstrate .. . 


Meet, demonstrate and sell at the 
58th annual Hospital Merchandise 
Mart in Chicago, September 17th 
through 20th, 1956: 


l. 


5. 


For complete information write to: 


The American Hospital Association 


Attention: Bremen |. Johnson 
18 East Division Street 


® Chicago 10, Illinois 


Greatest circulation 
Greatest continuity 
Greatest prestige 
Greatest departmental 
coverage 


Greatest advertising 


flexibility 


Buyers come to you! 
Demonstrate your products 
more effectively! 

Get useful new ideas from 
key hospital people! 


Get to know many key hos- 


pital people personally! 


Increase your bona fide 
prospect list! 


versions ot the Ford Thunderbird for 
best 50-word statements—from adults 
—on favored features of Norge auto 
matic washers or dryers. (On latter: 
some families safely dehydrated dogs 
in them after washing. ) 

“Thunderbird, Junior,” wrote Pub- 
licist Tobin, “is a youngster’s, and 
father’s, dream.” (Little girl racer is 
shown nosing out Connell on home 
stretch in Merchandise Mart.) The 
car, which sells for $395, is powered 
by storage batteries; runs forward 
and reverse and has a “safety neu- 
tral”; boasts sealed-beam headlights, 
puncture-proof tires, hand and auto- 
matic safety brakes. . . . Distributors 
displayed it at auto races, fairs, Little 
League ball games, etc. In three 
months Norge sold $300,000 of motor 
cars. 

Meanwhile, Norge cited newspa- 
pers for “merchandising cooperation” 
with its factory advertising campaign. 
Winners for retailer tie-ins, in six 
circulation brackets, were Birming- 
ham News, Detroit News, Raleigh 
News &£ Observer, Seattle Times, 
Shreveport Times, and Wichita Eagle. 
Total tie-ins for a five-week period 
exceeded 2.2 million lines. 


In August issues of Electrical Deal- 
er, Electrical Merchandising and Na- 
tional Furniture Review Norge intro- 
duced, for the 1956 automatic wash- 
ers and dryers, 630,000 pages of 
packaged specifications. ‘The seven- 
page package was perforated for easy 
removal. A facing page invited re- 
tailers to tear it out and slide out the 
spec pages. The back page listed dis- 
tributors. 


September: To harness the laundry 
line’s fall campaign in newspapers 
and magazines, dealers would hold 
2,500 Launderamas or “in-store” 
demonstrations by home economists. 
(Among his other paternities, Jud 
Sayre is “father of the home-service 
girl.”) ... More than 125,000 wom- 
en turned out, and Norge produced 
a long list of sales results, from Ore- 
gon to Connecticut. 

By then Red Connell’s hat closet 
was overflowing. For the next event 
he was pictured crowning Distribu- 
tion Director Bull with a black-and- 
white striped cap, making him Chief 
Engineer of a new Norge Carload 
Club. Dealers buying carloads of ap- 
pliances between September 30 and 
December 10 would get a desk-size 
box car of the Norge Express. 


October: Interviewed by Southern 
Appliances on his 30th anniversary 
in appliances, Jud Sayre could see no 
saturation by 1985: ““The strength of 
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MILL & FACTORY’S CIRCULATION METHOD IN ACTION— 
INDUSTRIAL SALESMAN CALLS ON MAN WITH 
SPECIFYING AND BUYING AUTHORITY 


You can be sure Mill & Factory reaches 
your best customers and prospects 
throughout industry... 


because... MILL & FACTORY builds 
and maintains its circulation the 
same way you build your customer 
and prospect lists! Through indus- 
trial salesmen! 


Ask any industrial salesman about 
titles. He'll tell you that the men 
with specifying and buying authority 
have different titles in virtually every 
plant. The industrial salesman knows 
who they are through personal con- 
tact, repeated sales calls. And he’s 
the only man who does! 


That’s why MILL & FACTORY 
utilizes the unique Franchise-Paid 
circulation method. 1,645 full-time 
industrial sales engineers make over 
2,000,000" sales calls a year on the 
important plants in every trading 
area of the U.S. These salesmen per- 
sonally select, as readers of MILL & 
FACTORY, their most important sales 
contacts. 


MILL & FACTORY is the only in- 
dustrial publication specifically de- 
signed to do industrial advertising’s 


*Based on the conservative estimate of 5 calls per day per salesman. 


first and most important job —to 
back up your salesmen by reaching 
the same men they must see to sell 
your products! 


Mills Factory 


205 East 42nd Street 
New York 17, N. Y. >>> 


ZA Comerver-Mast 


od ea 


MILL & FACTORY REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL! 
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Sayrism: "The difference be- 
tween success and mediocrity is 


TEMPORARY HELP usually creative merchandising." 


FOR BUSY 
SALES MANAGERS! 


this business is its ability to expand 
markets.” . . . Businesspapers and 
newspapers noted that Norge nine- 
month sales had risen 82% from the 
same period of 1954. 
MANPOWER, INC. Santa Claus was coming to cus- 
en tomers, too: “Good fathers and moth- 
© DEMONSTRATORS ers who buy Norge home appliances,’ 
© SURVEY WORKERS wrote Pobin, could get from appli- 
© MAILING GERVICE ance stores seven - foot - high, toy- 
© CONVENTION WORK laden C hristmas stockings.” (Konnell 
in Kris Kringle kap bestows doll on 
Use our bonded, insured employees flaxen-haired little miss.) “For as 
at low hourly rates. little as $25 down the family obtains 
(any Norge appliance) and a wide 
Manpower, Inc. has offices in 70 cities selection of toys.” ... Norge planned 
from coast-to-coast to serve you. Your for 30,000 filled stockings, or $1,275,- 
local Manpower, Inc. branch will 000 retail value. Actually, the toys 
arrange for service in any city. came to $1,750,000. 
Call your local Manpower, Inc. office Among late-year events was a 
for details or write: Miracle Twin Test. Standing beside 
® a washer with blond junior college 
man ower inc twins, Connell showed what Norge 
‘2 a Lal does to gloves of stretchable Helanca 
nylon. Dealers mailed one glove to a 
prospect and produced the mate for a 
small price when she came to his store 
for a demonstration. . . . 
Assembly-line creation of “events” 


<> il | a calls for a lot of close coordination of 


various functions at hq. and in the 

will get Ou : field. Before Associated Business Pub- 

y 7 AP HI" lications in Chicago last February 9, 

Jud Sayre told some aspects of it in 

“Public Relations as a Sales Tool.” 

Andy Tobin is employed by the 

PR firm of Harshe-Rotman, Inc. But 

to strengthen links between publicity, 

advertising and promotion, he aorks 

full time at Norge. From his staff 

flows a scheduled stream of com- 

muniques to various media. All re- 

leases go to distributors for local use, 

fill-ins and tie-ins. Distributors in 

turn have been trained to report their 

doings to Norge promptly. Some now 

There is nothing “‘chicken” about the way IN FOOD SALES, for example, The Bureau have full time publicity men of their 
WTAR-TV dominates its market. Buy  °f the Census (Preliminary Report) shows own. 

the one and only “V” Station for five = oes Arpanet nny Borg bs Tobin’s day-to-day schedule for one 

of Virginia's busiest cities, all well within here are food sales by cities: recent month included: Stories and 

nek PE ma Areas $96,031,000 pix on Winter Wonderland winners 

, $16,419,000 (dealers and wives emplaning south- 

Siiheioes ward), and on Home Recipe Institute 

$16,117,000 and Home Builders shows; releases 

on year’s total and product sales 


CHANNEL gains; publicity tie-ups with specific 

Norge advertisements. (That month’s 

JAR-|\ } advertising schedule in Retailing 
Daily alone included 13 full pages 

NORFOLK.VA. and 18 85-line testimonials.) A prod- 


uct-specification insert package on re- 
Represented by Edward Petry & Co., Inc. | frigerators in six businesspapers that 
month made trade news, too. 


330 W. KILBOURN AVE. « MILWAUKEE, WIS. 
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How Important Is 
your Packaging? 


The ad below (full-color page, May McCALL’S) tells 
you how important your packaging can be in ‘the 
consumer’s hands...and in her mind. 

Worth reading twice. 


For full details on 

Reynolds Wrap Aluminum Packaging 
and the Seal, call any Reynolds sales 
office (all principal cities). Or write 
Reynolds Metals Company, General Sales 
Office, Louisville 1, Kentucky 
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AWAKENING GIANT: This ad in 
businesspapers in June 1954 told the 
appliance industry that the new Norge 
team was getting set for sales. 


$13 Million Advertising Spurs 13,500 Dealers 


At an early meeting of the new 
Norge team in 1954, Jud Sayre dis- 
played a recent Norge ad in Life. 
“This is beautiful,” he said, as he 
threw it into the wastebasket, “but 
worthless. With our coverage we need 
a line at the bottom: ‘If you don’t 
have a Norge dealer in your area, 
just come to the factory and we'll 
take care of you.’ ” 

Since then in Norge advertising the 
where has meant as much as the what 
and the why. Although coverage has 
been extended and intensified to em- 
brace some 13,500 dealers, advertis- 
ing at the /ocal level continues to 
prevail. 

“Factory” advertising expenditures, 
reports Robert J. Runge, advertising 
director, have increased from $3 mil- 
lion in 1954 to $3,750,000 in 1955 to 
an expected $4,250,000 in 1956. 
Meanwhile, co-op efforts with dis- 
tributors are going up from a com- 
bined $7 million in 1955 to nearly $10 
million or more this year . . . The five- 
letter word NoRGE thus will rate 
nearly $3 million a “letter!” 

“Our own budgets are based,” 
Runge shows, “both on last year’s 
actual sales and this year’s objectives. 
But especially we advertise to create 
business. . . . The whole program is 
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kept flexible and is reviewed monthly. 
Supplemental campaigns are ready 
for use as needed.” 

Of the $4,250,000 factory total, 
$3.5 million will go through the 
agency, Arthur Grossman Advertis- 
ing, Inc., Chicago. (In 1954 Norge 
switched from J. Walter Thompson 
Co. to Tatham-Laird, Inc. Then last 
summer when veteran appliance mer- 
chandiser Grossman formed an 
agency, he was given the account.) 
The remaining $750,000 covers dis- 
plays and other dealer-service mate- 
rial, direct mail, publicity, etc. 

Of the $3.5 million, more than 
$2 million will be devoted to news- 
papers—which are scheduled every 
month except December and January. 
The basic list is 110 markets, but 
the range extends from 92 to 123.... 
The first three months in 1955 Norge 
ran five four-color ads in Metro 
Group, Parade and individual Sunday 
newspaper magazines. Other newspa- 
per campaigns followed. For the year 
Advertising Checking Bureau reports 
Norge second (after G-E) among all 
appliance newspaper advertisers. On 
Norge laundry equipment alone fac- 
tory and co-op linage came to 6,414,- 
574. 


Flexibility and localizing also are 


achieved in outdoor posters. This year 


’ Norge will spend $250,000 for spring 


and fall campaigns in this medium. 

The “Sleeping Giant” first stirred 
in businesspapers . . . and Norge now 
devotes $300,000 annually to this 
medium. In Electrical Merchandising 
and Retailing Daily Norge ranks first 
among all appliance advertisers. Other 
publications scheduled—all on a year- 
around basis—are Electrical Dealer, 
New England Appliances, Southern 
Appliances, Western Appliances, 
Mart, National Furniture Review, 
and NARDA News (of National Ap- 
pliance and Radio-TV Dealers As- 
sociation. ) 

In monthly mailings to 71,000 ap- 
pliance dealer prospects and in busi- 
riesspapers the growing “giant” has 
been heard: 


January 1955 (an eight-page ad) : 
NORGE GIANT SWINGS INTO ACTION. 
Also, NORGE IN ’54 KNOCKED THE 
INDUSTRY'S HATS OFF. There were 
teasers and then announcements of the 
2% dealer profit-sharing plan. 


March: NORGE SETS 
SALES RECORD. 


ALL-TIME 


May: NorRGE has DAVY CROCKETT 
selling for you! 
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“Seems Incredible”. .... 


Says The Saint 


> > 


“Those guys at the NEWS-POST didn’t have any problem for me,” 
said Simon Templar, better known as The Saint. “The facts stood 
out like Cyrano’s proboscis. However, it was a welcome breather 
from the international larcenists, the merchants of murder and may- 
hem, and all the other devious types that | can’t seem to stop run- 


ning into.” 


“Very well. Let’s not mince words. The facts are these: in the Balti- 
more market, more than half of Baltimore’s families read the 
NEWS-POST and Sunday AMERICAN. Take it from The Saint—it’s so!” 


Audit Bureau of Circulation minces no words, either--they 
mince figures. And ABC figures bear 


out The Saint to the letter. ‘eer 


Leshe Charteris’ latest book about him 
is THE SAINT ON THE SPANISH 
MAIN. He also appears every month 
in The Saint Detective Magazine, and 
every day in a nationally syndicated 


Baltimore News-Post | =* 
and Sunday American Represented Nationally by Hearst Advertising Service Inc 


Offices In: Albany ¢ Baltimore ¢ Boston e Chicago 
Dallas ¢ Detroit ¢ Los Angeles e Miami Beach ¢ Milwaukee 
New York @ Philadelphia ¢ Pittsburgh e San Antonio 

San Francisco ¢ Seattle 
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They'll ask for your catalog 
when it’s bound by Burkhardt! 


That’s what you get with BR U bg ina H A R D T 


PRONG BINDERS 

Open flat for complete visibility. 
Easy to use, durably constructed. 
Available in all popular sizes. 


~ 
4, 22° 
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POST BINDERS 


Designed for BIG catalogs. Open 
flat for easy reading. Offered 
with or without carrying handles 


RING BINDERS 


Economical, widely usable. 
Covers stiff or flexible, in any 
material decorated as desired. 
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SALES BINDERS! 


That’s right! When your catalog is Burkhardt-bound, 
it’s bound to sell! Because custom-designed, quality- 
built Burkhardt binders stand out in any company. 
They’re handsomely styled to individual requirements 
and distinctively decorated to command attention, 
compel customer interest. What’s more, the meticulous 
craftsmanship and select materials . . . hallmarks of a 
Burkhardt binder . . . reflect the prestige of your 
company, build the confidence that’s vital to a sale. 


Yes, you'll get results . . . results that’ll pay off in 
orders . . . when you use Burkhardt binders for your 
catalogs. So, next time you're planning a catalog, call 
Burkhardt in on the job... you'll be glad you did! 


COMPANY 


545 WEST LARNED @ DETROIT 26, MICH. 
“Binders to American Business Since 1911”’ 
REPRESENTATIVES IN PRINCIPAL CITIES COAST-TO-COAST 


HAVE TAKEN ON THE 
NORGE LINE IN 6 MONTHS 


ONE REASON? There are at least FIVE... 
and they all make good 


os 
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GLOATING WAHOO: This Indian 
character (said to resemble Judson S. 
Sayre) has good news for dealers. 


July: FIRST SALES PROGRESS RE- 
PORT FROM THE NEW NORGE. 


September: Here’s why NORGE 
will be tougher than ever to sell 

: ey . : 
against in ’56. (Upcoming lines of 
washers and dryers.) 


December: pictured distributors 
throwing hats in air: ““They came to 
the convention. They saw the new 
NORGE refrigerator line. THEY WERE 
AMAZED .. . NORGE for ’56 makes all 
other new refrigerator-freezers ‘OLD 
HAT!’ ” 

In between came announcements of 
other new products with new features, 
and new “proofs” of them: the “‘spec” 
packages on new lines; businesspaper 
ads on Norge’s new magazine cover- 
age. 

Last summer the Indian character 
Wahoo was born in small business- 
paper space, and since has grown in 
voice and stature. Currently he is 
sounding off in full pages. One day 
(in Retailing Daily) he goes on 
“Warpath against scalping dealer 
markups”: (“DEALER PROFIT IS OUR 
MOST IMPORTANT PRODUCT.’’) 
Another day Wahoo tells five reasons 
why 6,000 dealers in six months have 
added the Norge line: “People (Sayre 
& team), Products, Price, Promotion, 
Profits.” But the next time Wahoo 
says, “There must be a HUNDRED 
reasons.” 

Newspaper copy emphasizes specific 
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-with this great 
new idea in modern 
merchandising! 


Now your company can have a “personal” luxury 
coach — completely fitted for your special needs 
ready to take your products or personnel to every 
corner of your market areas. 

Whether you use the Scenicruiser as a mobile 
showroom, office, conference room or lounge, 
you can have air conditioning, kitchen and 
refrigerator facilities, and a fully-equipped 
lavatory aboard this beautiful, two-level 
luxury coach. 

As your groups travel in modern comfort, 
they are chauffeured by a trained Grey- 
hound driver, who stays with the Sceni- 
cruiser throughout the year-long lease 

For further information, call or write: 

Mr. R.J.O’Connor, Vice President, Sales, 
Greyhound Corp., 2600 Board of Trade 
Bldg., Chicago 4, Illinois. 


GREYHOUND. 
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YOUR COMPANY 
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advantages of specific appliances, and 
supports specific promotions. One 
startling stopper: “Every 15 seconds 
of every shopping day some lucky wo- 
man becomes the proud owner of a 
NORGE washer or dryer!” 

This year’s expanded $1 million 
magazine program embraces The 
American Home, Better Homes and 
Gardens, Ebony, Good Housekeep- 
ing, Ladies’ Home Journal, Life, Mc- 
Calls, The Saturday Evening Post, 
True Story and—just added— 
Parents’ and Woman’s Home Com- 
panion. 

Norge also has started in Farm 
Journal, Progressive Farmer and 
Successful Farming. “We also plan 
to go into regional farm publications,” 
Bob Runge says, “where distribution 
warrants.” 

A strong attack on the new home 
market has just been launched by a 
new Builder Sales Division, under 
Joseph P. Halpin. A year back only 
six Norge distributors were active in 
this field; now 52 of them are tack- 
ling it. Despite an expected cutback in 
new home starts, Jud Sayre expects 
this division’s share of Norge’s grow- 
ing total to rise from 5% to 10%. 

This spring monthly mailings are 
going out to 24,800 builder factors. 
An advertising campaign has begun in 
American Builder, Practical Builder, 


Co-Realtor (of National Association 
of Home Builders), House & Home 
and Mobile Houses. Distributors also 
may use co-op funds to advertise to 
this industry. .. . 

The factory-distributor co-op fund 
is built on the basis of a percentage of 
distributors’ product purchases. Dis- 
tributors develop their own co-op ad- 
vertising with retailers out of the com- 
bined fund. “Eighty-five percent of all 
Norge ads—national or co-op,” Runge 
points out, “now carry dealer im- 
print.” 

To control and strengthen distribu- 
tors’ cooperative efforts, Norge’s 
Marketing Research Department last 
year tested a reporting plan in 13 
distributor territories. It now covers 
all of them. 

Monthly, the distributor sends in 
his co-op claim. He shows how much 
was spent in factory-distributor and 
in distributor-retailer advertising. (In 
the test areas only 20% of retailers 
were found to be getting co-op ad- 
vertising.) He tells media used, date, 
type of product, dealers participating 
and size of town in which the ad- 
vertising appeared. (The test showed 
that 7% to 10% of co-op money was 
going into giveaways.) 

Under the 1956 contract Norge 
requires each distributor to submit 
his next month’s schedule of all ad- 


vertising to be charged to the fund. 
He must also inform Norge promptly 
of “special commitments made during 
the month . . . not included in his 
advance planning schedule.” How- 
ever, if this advertising conforms to 
“requirements” in the agreement, he 
need not get advance approval from 
Norge before undertaking it. 

Norge now knows by April 2 how 
much advertising was run by whom, 
for what and where for the full 
month of March. 

Distributor agrees to run advertis- 
ing “at lowest local rate or bulk con- 
tract rate enjoyed by the dealer,” and 
to stay within his limits of the Co- 
operative Advertising Fund. He may 
use ABC-audited newspapers, radio, 
TV, outdoor posters, transportation 
and theater advertising, telephone 
directories, county and state fairs, and 
also “other media as approved in ad- 
vance.” 

Radio—spots or whole programs— 
is not to exceed 10% of distributor’s 
total monthly charges to the fund, and 
he cannot include radio or TV talent 
or production charges. . . . At least 
two-thirds of the $11 million devoted 
to co-op advertising for Norge pro- 
ducts this year will go to newspapers. 

The Norge “giant” has an ever- 
bigger job to do in Hometown, USA. 

The End 
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INDUSTRIAL SALES AND INVENTORY TRENDS 
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Billions of Dollars per Month, Seasonally Adjusted 


Manufacturing Sales 


Manufacturing Sales Adjusted 
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INDUSTRIAL SHIPMENTS in March were sustained at 
close to peak levels despite the three month lul! in auto- 
motive shipments, because of continued high level activity 
in steel, chemicals, paper and related industries. The hope 
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in the fall. 


that the spring seasonal upsurge in automotive sales may 
raise output schedules is rapidly fading and auto manufac- 
tures are now making plans for new peak level operations 


SALES MANAGEMENT 


EVERY YEAR! 


@ The 1954 Census of Business shows Detroit’s retail sales 
increased 41% between 1948-54... second highest gain in 
all major markets. In 1955, business rose another 9%. The 
6-county Detroit area is now a 5-billion dollar market! 


®@ Detroiters’ family income, greatest in the nation, increased 
from $6300 in 1954 to $6700 in 1955. Total effective buying 
° power was up half-a-billion dollars! 


THE DETROIT NEWS carries twice @ 39,000 new homes were built in Detroit in 1955—a total 
of 213,000 the past six years! 


as much advertising linage as 
either of the other two Detroit 
newspapers—and delivers the larg- 
est weekday and Sunday circulation 
of all Michigan newspapers... . 


452,721 Weekdays—557,740 Sundays Big years in the past—BIGGER years to come 


(ABC 9/30/55) 


The Detroit News 


THE HOME NEWSPAPER 


®@ Latest figures show Detroit’s employment at 1,316,000. 
With new-car sales on an up-swing since February I st, employ- 
ment is on the increase and a 6-million car year is forecast! 


Eastern Office: 110 E. 42nd St., New York 17 © Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 


Pacific Coast: 785 Market Street, San Francisco, Calif. © Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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m-up with this powerful sales duo: “The 


Heart of Industrial America’—richest concen- 
tration of industrial buying power, and M.P.A., 


the 


Heart" 


For sales facts—ask the Sales Manager! 
He'll say you can't beat selling direct to 
“buyers” in your best market. That's ex- 
actly what you'll do in M.P.A.— you'll 
reach every industrial P. A. in the 'Heart” 
of the World's Richest Industrial Area, 
valued at nearly 100 billions, and _ still 
growing fast. Coverage extends into all 
classifications of diversified industry. 
Here's where the buying is done, and 
here's where the sales are made—ask the 
Sales Manager. So, if you sell to industry, 
here's where your advertising belongs in 
M.P.A. Begin with the next issue. Ask for 
rates and circulation data today! 


buyers’ own magazine, covering "The 


exclusively! 


Guaranteed 100% “Buyer” Audience 


in Your No, | Industrial Market 


. » « The 90-Billion-Dollar Midwest! 


A few of the ‘‘national’’ adver- 
tisers who use over 50% of the 
space: 


Chase Brass 
Bridgeport 
Scovill Brass 
American Brass 
Not'!l Screw 
Torrington 
Assoc. Spring Standard Oil 
Columbia Cities Service 
Wickwire-Spencer American Box 
Roebling's Robt. Gair 
Babcock & Wilcox Ohio Injector 
Tube Turns Blaw-Knox 


Write for 
Roster Issue 
(Containing 
P. A. list) 
on your 
letterhead 


Alcoa 

U. S. Steel 
J.&L. 
Ryerson 
Bethlehem 
McLouth 


6th Floor, Penton Bidg. 
Cleveland 13, Ohio 


SALES GAINS 
AND LOSSES 


Current operating statements show 
these changes in net sales volume 
(millions of dollars) for representative 
corporations over the similar year-ago. 
Key: f indicates fiscal year. 


1955 


120.6 
147.0 
101.1 
37.4 
113.7 
121.8 
109.1 
810.1 
147.0 
331.4 
414.0 
508.7 
49.2 
1,909.1 
90.7 
77.0 
129.3 
31.6 
133.3 
1,895.6 


Company Period 
Alco Products, Inc. 

American Brake Shoe Co. 
American Chain&Cable Co. 
American Seating Co. 

Anchor Hocking Glass Corp. 
Bemis Bros. Bag Co. 

Blaw-Knox Co. 

Borden Co. 


ChanceVoughtAircraft, Inc. 
Crane Co. 

Crown Zellerbach Corp. 
Curtiss-Wright Corp. 

Dixie Cup Co. y 
duPont(E.1. deNemours&Co. 


ElectricStorageBatteryCo. 
Falstaff Brewing Corp. 


General Cable Corp. 
General Outdoor Adv. Co. 
Gen’l.PrecisionEqgpmt.Corp. 
Gulf Oil Corp. 
Hewitt-Robins, Inc. 47.1 
Ingersoll-Rand Co. 145.4 
International Paper Co. " 796.4 
Island Creek Coal Co. 79.4 
Joslyn Mfg. & Supply Co. 

Kellogg Co. 

Kennecott Copper Corp. 

Landers, Frary & Clark 

Lerner Stores Corp. 1 

Lionel Corp. 

Lily-Tulip Cup Corp. 

Magic Chef, Inc. 

Melville Shoe Corp. 

Motor Wheel Corp. 

Motorola, Inc. 

National Cylinder Gas Co. 
NationalDairyProductsCorp 

Okonite Co. 

Oxford Paper Co. 

Pabst Brewing Co. 

Pccific Veg. Oil Corp. 

Peoples Drug Stores, Inc. 

Rayonier, Inc. 

Remington Arms 

Rexall Drug Co. 

Rheem Manufacturing Co. 
Robertshaw-Fulton Controls 

Rockwell Mfg. Co. 


Shattuck( Frank F.)Co. 

Shell Oil Co. 

Shoe Corp. of America 

Simca (Societe In- 
dustrielle de Mecanique 
et Carrosserie 
Automobile) 

Standard Coil Products 

Sundstrand Machine Tool 


Tecumseh Products Co. 
Tennessee Corp. 


Underwood Corp. ’ 
United Biscuit Co. of Amer. yr. 
United Can & Glass Co. 

U.S. Industries, Inc. 

U.S. Playing Card Co. 
Vanadium Corp. of Amer. 


White(S.S. )DentalMfg.Co. 
Wood (Alan )Steel Co. 


Yale & Towne Mfg. Co. 


| nr Published —a- 
NATIONAL DIRECTORY OF RACK JOBBERS 
Listing 437 wholesalers selling 
NON-FOODS TO SUPERMARKETS 
Increase your sales 25 to 50% by selling to RACK 
JOBBERS who supply grocery stores with house- 
wares, drugs, toys, hose, dry goods and other 
nou-foods. Our new sales guide will open this 
vast, hard-to-reach market for your product. 
Order today, $10 aeneme. Satisfaction or money 
back. ene order 
GA E RESEARCH co., ROOM 1315 

ah... Kenworth, Columbus “4. hi ——, 
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ADVERTISERS’ INDEX 


Air Express International Corp. 
Agency: Harry W. Graff, Inc. 
Allied Van Lines, Inc. 
Agency: McCann-Erickson, 
American Manufacturing Company 
Agency: Power & Condon Advertising 
American ~~ hone & Telegraph 
Compan lassified) 
Agency: a... ham & Walsh, 
Army Navy Air Force Journal 
Agency: Harry Arthur Lyles 
Associated Business Publications 
Agency: Media Promotion Organization 
ae News-Post 
gency: Kaufman-Strouse, Inc. 
Bell & Howell Company 
Agency: McCann-Erickson, 
Belnap k Thompson, Inc. ..........-+-. 58-59 
Agency: Frank C. Jacobi Advertising 
Charles Beseler Sompery 
Agency: Dale & Finkels, Inc 
Better Homes & Gardens 
Agency: J. Walter Thompson Company 
Booth Michigan Newspapers 
Agency: The Fred M. Randall Company 
Buffalo Courier Express 
ncy: Baldwin, Bowers & Strachan, Inc. 
Building Supply News 
Agency: Arthur R. MacDonald, Inc. 
Burgoyne Grocery & Drug index 
Agency: Calkin & Withenbury, Inc. 
The Burkhardt Company 
Agency: E. C. Watkins & Company 


Campbell-Ewald Company 
Capital Airlines 
Agency: Lewis Edwin Ryan 
Capper- Sterman-Slocun. Inc. 
Agency: The Buchen Company 
Celanese Corporation of America 
Agency: Ellington & Company, Inc. 
Chicago Show Printing Company 
Agency: George H. Hartman Company 
Chicago Sun-Times 
Agency: John W. Shaw Advertising, Inc. 
Chicago Tribune 4th Cover 
Agency: Foote, Cone & Belding 
Chilton Company 
Agency: Gray & Rogers, Inc 
The Cincinnati Enquirer 
Agency: Stockton, West, Burkhart, Inc. 
Crossley, S-D Surveys, inc. 
Agency: Russel! Bridwell & Associates, 
nc 


Dell Publishing Company 

Agency: Robert W. Orr & Associates, Inc. 
Detroit News 

Agency: W. B. Doner & Company 
Detroit Times 

Age cy: Simons-Micheison Company 
Display Sales 

Agency: The S. C. Baer Company 
The Dow Chemical Company 

Agency: MacManus, John & Adams, Inc. 


First 3 Markets 

Agency: Anderson & Cairns, Inc. 
The FR Corporation 

Agency: The Wexton Company, Inc. 


Gale Research Company 

Agency: Martin Advertising Agency 
Good Housekeeping 

Agency: Grey Advertising Agency, Inc. 
Greensboro News Record 

Agency: Henry J. Kaufman & Associates 
Crovnoune Lines 

gency: Beaumont & Hohman, 

crt Publishing Company 

Agency: Gray & Rogers, Inc 


The Jam Handy Organization, Inc. ..2nd Cover 

Agency: Campbell-Ewald Compan ny 
Hearst Advertising Service 

Agency: Charles W. Hoyt Company, Inc. 
The Heinn Company 

Agency: Morrison Advertising Agency, Inc. 
The Schuyler Hopper Company 
Hospitals, Journal of the American 

Hospital Association 

Agency: Bernard J. Hahn Advertising 
Houston Chronicle 

Agency: Kamin Advertising Agency 
Indianapolis Stor & News 

Agency: Caldwell, Larkin & 

Sidener-Van Riper, Inc 


— TV 


pve all Patten Holloway Advertising 


Agency 
Keeney Publishing Company 
Agency: W. J. Williams Advertising 


Agency 
Kleen-Stik Products, Inc. 
Agency: Burlingame-Grossman Advertising 


Ladies’ Home Journal 
Agency: Doherty, Clifford, Steers & 
Shenfield, Inc. 
Life Magazine 
Agency: Young & Rubicam, | 
Manpower, Inc. 
Agency: Fromstein & Levy Advertising 
Agency 
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Memphis Press Scimitar-Commercial 
Appea 
Agency: Rosengarten & Steinke, Inc. 

Midwest Purchasing Agent 
Agency: Baisch Advertising Agency 

Mill & Factory 
Agency: Hazard Advertising Company, Inc 

The Milwaukee Journal 
Agency: Klau-Van Pietersom-Dunlap 

Associates, Inc. 

Minnesota Mining & Manufacturing 
aoe (Magnetic Tape) 
Agency: Batten, Barton, Durstine & 

Osborn, Inc 

Moline Dispatch 
Agency: Clem T. Hanson Advertising 

Multi Ad Services 
Agency: Mace Advertising Agency, Inc 


NBC-Radio 
Agency: Grey Advertising Agency, Inc. 
-TV 


Agency: Grey Advertising Agency, Inc 
National Car Rental System, Inc. 
Agency: Gene Rison S Associates 
New Equipment Digest 
Agency: Beaumont, Heller & Sperling, Inc 
Newsweek 
Agency: Scheideler & Beck, Inc. 
New York Journal American 
Agency: Bernice Fitz-Gibbon, Inc. 
New York Times 
Agency: Daniel & Charles, Inc. 
North American Van Lines, Inc. 
Agency: Applegate Advertising Agency 


Oklahoman & Times 
Agency: Lowe Runkle Company 
Oravisual Company, Inc. 


Parade Magazine 

Agency: Calkins & Holden, Inc 
a Institute, Inc. 

: The Medical Advertising Service 
Philadelphia Bulletin 
gen N. W. Ayer & Son, 
Philadelphia Daily News 
gency: Weightman, Inc 

Philadelphia Inquirer 

Agency: Al Paul Lefton Company, Inc 
R. L. Polk & Company 
Portland Oregonian 

Agency: Cole & Weber, Inc. 
Providence Journal 
Railway Express Agency 

Agency: Benton & Bowles, Inc. 
Reynolds Metals Company 

Agency: Buchanan & Company, Inc 
Rock Island Argus 

Agency: Clem. T. Hanson Advertising 


St. Paul Dispatch-Pioneer Press 
Agency: E. T. Holmgren, Inc 
San Diego Union & Tribune 
Agency: Barnes Chase Company 
Seattle Times 
Agency: Cole & Weber, Inc. 
Sickles Photo-Reporting Service 
Agency: M. D. Lasky Company 
Sioux City Journal & Tribune 
Spector Freight System, Inc. ... 
Agency: Garfield-Linn & Company 
Standard Outdoor Advertising Genpeny 
Agency: Calkins & Holden, Inc. 
Stein Brothers 
Agency: The Phil Gordon Agency, Inc 
Successful Farmin 
Agency: L. E. McGivena & Company, Inc 
Sweet's Catalog Service 
Agency: The Schuyler Hopper Company 
Syracuse Newspapers 
Agency: The William T. Lane Company 


Tauber Plastics, Inc. 
Agency: Aubrey C. Bury, Inc 
Thomas Publishing Company 
Agency: W. N. Hudson, Advertising 
J. alter Thompson Company 
Time Magazine 
Agency: Young & Rubicam, | 
Troy Record Newspapers 


Underwood Corporation 
Agency: Brooke, Smith, French & 
orrance, Inc. 
U. S. News & World Report 
Agency: The Caples Company 
United Von Li Lines, Inc 
Agency: Kelly, Zahrndt & Kelly, Inc 


WHO-TV (Des Moines) 
Agency: Doe-Anderson Advertising Agency 
wKkow- TV (Madison) 


oo : MacManus, John & Adams, Inc 
ws D (Toledo) 
WTAR-TV (Norfolk) 
Ageeey: Lindsey & Compan 
Wallaces' Farmer & lowa Homestead .. 
Agency: Olmsted & Foley Advertising 


Agency 
The Wall Street Journal 
Agency: Bozell & Jacobs, Inc. 
Worcester Telegram-Gazette 
Agency: C. Jerry Spaulding, Inc 


Young & Rubicam, Inc. 


another “= 


new hi high 


in 
ADVERTISING 
REVENUE 


for a First Half 
(January-June) 1956 


PARENTS’ 
MAGAZINE 


circulation is 
concentrated in 
1,675,000 Families 
with over 

3% million Children 


TRAINING SPECIALIST 


Man capable of preparing training 
materials and programs for use by 
the sales organizations of local dis- 
tributors of a nationally known and 
respected repeat-sale consumer prod- 
uct. 
The man selected will be sales-minded 
and equipped witha successful scho- 
lastic and/or training background... 
mature physically and mentally .. . 
yet young enough to pitch in and 
work side-by-side with salesmen in all 
types of retail outlets. 
He will be an enthusiastic self-starter 
. strong on initiative, and able to 
express himself clearly and effectively 
in person, on paper and before 
groups. 
He will be a man of proved good 
judgment . . . one who accepts re- 
sponsibility readily and will stick to a 
job until it is successfully completed. 
He must be willing to relocate, and 
free to travel, because he will be away 
from home at frequent intervals. 
Submit complete record of education, 
background, experience, and salary 
required to: 


Box: 3189 


THE SCRATCH PAD 


By T. Harry Thompson 


Because I’m an orthodox coward, 
I paid my income-tax in January. To- 
day, therefore, is just another April 
15. 


Dinah Shore, from ‘Tennessee, 
(which is pertinent to the story) says 
she has a very understanding father. 
When she first smeared-on lipstick, he 
said: “Dinah, Honey .. . get out!” 

. 


Suggested headline for Buick: “The 
Torque of the Town.” 


Sign on a drive-in movie at Dover, 
Del., this past winter: 
We had to close 
Before we froze. 
See you when 
The crocus grows. 
2 


I ought to be cured on consumer- 
contests by now, but I tried this name 
for the sleeping girl in the Englander 
Mattress “sleepstakes”: Snoozie Cue. 


Civic pride is not wanting in South 
Carolina. A sign at the state line 
reads: “See the Best State on the 
Best Roads.” 


In the heart of the fried-chicken 
belt, the fabled Pink House, Myrtle 
Beach, S.C., sticks its neck out on an 
poster: “‘No Fried Foods 
Ever!” 


outdoor 
Served 
+ 


“Why Don’t They” market a co/- 
ored salt, so I can see how much I’m 
putting on my scrambled eggs? 


Yes, Virginia, there is a “Solid- 
Gold Cadillac” ... or so it seems to 
your Uncle Harry. There was this 
maroon Eldorado with the Nebraska 
tags parked near our Olds 98 in St. 
Augustine. It had a gold “V,” the 
name “Cadillac” had gold letters, and 
(this took my breath) the big hub- 
caps were gold. As I once said: Cadil- 
lac, the beautiful, from “C”’ to shining 


cL. 
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Incidentally, our old friend Tessie 
O’Paque figures he may be less of a 
Cad if he drives one. 


One patent I would revoke: The 
economy-type faucet which shuts it- 
self off by means of a powerful spring. 
A fellow needs three hands in order 
to wash two! 


I think the dairy industry has done 
a better selling job on its ice-cream 
than on its butter. A baby is barely 
talking before it learns to yell for 
“eye-keem.”’ 


Personally, I was more inclined to 
send telegrams when Western Union 
had offices in every neighborhood. 
Telephoning even my name is a chore: 
T for tellurian, h for hebetude, a for 
apotheosis, r for rurigenous, another r 
for Ranchipur, y for Ypsilanti, and 
so on. 

* 


Sign in a Los Angeles beauty-shop 
window, reported by “Sell” (The De- 
troit News): “If you aren’t becoming 
to others, you should be coming to 
us.” 

i 


The same source says it isn’t magic, 
but management, that accounts for 
success. 

° 


“You'll spark ideas based on your 
knowledge of merchandising, your 
flare for the dramatic,” etc.—From a 
copy writer-wanted ad in The Phila- 
delphia Inquirer. And you won't have 
to be much of a speller, if fare is any 
indication. 


Keep It Simple! 


What we actually say, as salesmen or copy writers, doesn’t matter so 


much as what people thought we said when they quote us later. It, 


therefore, behooves us to speak simply and write simply for public 


consumption. 


Hi Phillips, the syndicated columnist, invented the Garble Sisters. 


When those gals got through discussing a bit of current news, the 


Gordian-Knot cutter couldn’t have hacked his way through it with a 


machete. A lot of us would seem to be siblings of the Garble Sisters. 
What Mae West said, in Diamond Lil, was: “Hello, tall, dark, and 


handsome. Why’n’t you come up some time?” But the general public 


thought she said: “Come up and see me some time,” and that’s how it’s 


been ever since. 


The Two Black Crows said: “What's your idea in bringing that 


>» 


up?” The public put it into the language as: 


up?” 


“Why bring that 


Every generation since George Washington has been saying: 


“Look before you leap.” But, we're told, this is a corruption of: “Look 


before you ere you leap.” 


Mark Twain is invariably given as the author of: “Everybody talks 


about the weather, but nobody ever does anything about it.” Actually, 


it was Charles Dudley Warner who said it in a letter to The Hartford 


Courant, circa 1889. 


So what? So nothing much . . 


. except that we must allow a margin 


for error in dealing with the public. Geritol says: “We call it ‘tired 


blood.’ ” That’s about as basic as basic English can get. Even Mortimer 


Snerd would have trouble garbling that! 
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Now their shipping is handled with speed and finesse 
‘Cause they call on dependable RAILWAY EXPRESS! 


When shipments slowed down, Eddie used to run fast 
To escape from the boss’ volcano-like blast. 


“The big difference is 


Whether you're sending or receiving, 
whether your shipment is big or small, “A NA LW4 bp 
no matter where you ship . . . it pays EXPRESS 
to specify Railway Express. You'll find | G E NC 


it makes the big difference in speed, economy, 


and safe, sure delivery. It's the complete 


shipping service, free enterprise at its best. 


New, World Wide Service! 


Save money and time on import-export shipments! The 
most economical, fast service by air and surface trans- f if 

a ‘~* bee eee Sate, switt, sure 
portation, for international shipping, is now available 
See your Railway Express agent for further information. 


Railway Express will take your orders for Care 


_ What’s the best way to catch 
the early bird in Chicago? 


H.. was an oil man who 


thought in terms of garlic 
and garden sass instead of 
gushers. 

Slick was the competition. 


4B >> Pay 
= 


But alas, poor Herb had his headaches. No matter 
how hard he tried, his Saladoil came in only second 
best in sales in the Chicago market. His product 
was as good as Slick’s, and his promotion invest- 
ment greater. But Slick was the early bird in the 
market. He got there fustest a 
with the mostest (a gallon-sized \( &e 4 \ \ iy 
unit)—so had a head start in the Va 


salad oil race. 


And both were admanagers 
of salad oil firms vying for 
the Salad Bowl champion- 
ship of Greater Chicago. 


Poor Herb fussed, fumed and tore his hair—to no 
avail. His face got redder—and the future looked 
blacker. 


When in walked Joe from the 
Chicago Tribune advertising department. 


“Pardon me, sir,’”’ said Joe, ‘“‘maybe I can help 

fathom this fooler. Slick has priority in Chicago’s 
Salad Bowl because he was first 
with his king-size container. The 
best way to catch him is to out- 
smart him in advertising. 


“Slick is using a medium that reaches only 30% of 


the market. You have been spending your money 
2 x 


wheeling and dealing. Why don’t — 
you change your tactics and blast 

your way into Chicago with the 

Chicago Tribune that reaches 70% 

of Chicago’s consumers. This will give you the sat- 
uration and sales power needed to overcome Slick’s 
early lead.” 


P. S. Always remember... 


Herb took Joe’s advice and 
ran in the Tribune. And 
that’s good advice for any- 
body who has an early bird 
to catch in Chicago. 


‘Nobody knows Chicago like the Tribune. 


The Tribune has spent several million dollars to find 
out facts that vitally affect your Chicago sales. It 
knows who your best customers are, where they live 
and shop, why they buy. ee) 
This valuable information is 
yours for the A 

asking. 9 aca 
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Nothing sells the Chicago market 
like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland 
counties are big—valued at $17.8 billion. And the 
best way to sell this market is through the Tribune. 
Does advertising in the Tribune pay? Just ask ad- 
vertisers like Cardinal Food Stores, The Milwaukee 
Road, Bond’s, H. J. Heinz. 


People may praise the Tribune, fuss 
about it or blast it—but reading the 
Tribune in Chicago is just like skiing at 
Sun Valley. Almost everybody does it. 
Everybody feels its impact. Practically 
7 out of 10 families in the Chicago metropolitan area 
read the Tribune—almost half of all the families in 
839 midwest towns read it. (Only 1 out of 9 families 
in metropolitan Chicago tunes in on an average eve- 
ning TV show—and national magazines reach only 
a fraction of the families reached by the Chicago 
Tribune. 
So if you want to know something about 
Chicago, call in a joe from the Chicago 
Tribune and put him to work finding out. 


If you want to SELL Chicago 


‘eur criaoinve Ohicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


